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Abstract of a thesis submitted in partial fulfilment of the requirements for the Degree  
of M. C. M. 
 
An Empirical Analysis of Online Shopping Adoption in China 
 
By Jun Li Zhang (Helen) 
 
The Internet is a global communication medium that is increasingly being used as an 
innovative tool for marketing goods and services. The Internet has added a new dimension 
to the traditional nature of retail shopping. The internet offers many advantages over 
traditional shopping channels and the medium is a competitive threat to traditional retail 
outlets. Globally, consumers are rapidly adopting Internet shopping and shopping online is 
becoming popular in China. If online marketers and retailers know and understand the 
factors affecting consumers’ buying behaviour, they can further develop their marketing 
strategies to attract and retain customers.  
 
There is a conceptual gap in the marketing literature as there has been very limited 
published research on the factors influencing consumers’ choices between online shopping 
and traditional shopping in China. This study seeks to fill this conceptual gap in the 
context of online shopping by identifying the key factors influencing Chinese consumers’ 
online shopping behaviour.  
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A self-administered questionnaire was used to gather information from 435 respondents 
from Beijing, China. The findings of this study identify seven important decision factors: 
Perceived Risk, Consumer Resources, Service Quality, Subjective Norms, Product Variety, 
Convenience, and Website Factors. All of these factors impact on Chinese consumers’ 
decisions to adopt online shopping.  
 
This research offers some insights into the links between e-shopping and consumers’ 
decisions to shop or not shop online. This information can help online marketers and 
retailers to develop appropriate market strategies, make technological advancements, and 
make the correct marketing decisions in order to retain current customers and attract new 
customers. Moreover, managerial implications and recommendations are also presented. 
 
Keywords: Online shopping, Electronic market, China, Logit analysis 
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Chapter 1 Introduction 
1.1 Introduction 
 
The Internet in its current form, is primarily a source of communication, information and 
entertainment but increasingly the Internet is also a vehicle for commercial transactions 
(Swaminathan, Lepkowska-White, & Rao, 1999). Internet commerce involves the sales 
and purchases of products and services over the Internet (Keeney, 1999). This new type of 
shopping mode has been called online shopping, e-shopping, Internet shopping, electronic 
shopping and web based shopping. 
 
The Internet and World Wide Web have made it easier, simpler, cheaper and more 
accessible for businesses and consumers to interact and conduct commercial transactions 
electronically. This is practically the case when online shopping (i.e. Internet shopping) is 
compared to the traditional approach of visiting retail stores (McGaughey & Mason, 1998). 
Traditional retailers and existing and potential direct marketers acknowledge that the 
Internet is increasingly used to facilitate online business transactions (McGovern, 1998; 
Palumbo & Herbig, 1998). The Internet has altered the nature of customer shopping 
behavior, personal-customer shopping relationships, has many advantages over traditional 
shopping delivery channels, and is a major threat to traditional retail store outlets (Hsiao, 
2009). 
 
Haubl and Trifts (2000) maintain the Internet has been basically used in two ways from a 
marketing perspective. Companies use the Internet to communicate with customers. 
Consumers also use the Internet for a variety of purposes including looking for product 
2 
 
information before making a purchase decision online. The growing interest in 
understanding what factors affect consumers’ decisions to make purchases online has been 
stimulated by the extensive growth and increase of online sales (Liao & Cheung, 2001; 
Ranganathan & Ganapathy, 2002; Shih, 2004; van der Heijden & Verhagen, 2004). 
 
There are many reasons why consumers choose to shop online. For example, by 
examining the lifestyle characteristics of online consumers, Swinyard and Smith (2003) 
identify that consumers choose to shop online because they like to have products delivered 
at home and want their purchases to be private. Furthermore, prior studies find that factors, 
such as convenience, peer influence, the lower price of products sold online, Internet 
experience, and ease in purchasing may influence consumers’ decision to shop through the 
Internet (Chang, Cheung, & Lai, 2005; Limayem, Khalifa, & Frini, 2000; Swinyard & 
Smith, 2003; Wee & Ramachandra, 2000). 
 
Monsuwe, Dellaert, and Ruyter (2004) suggest five reasons that drive consumers to shop 
online. Firstly, consumers can use minimal time and effort to browse an entire product-
assortment by shopping online. Secondly, consumers can gain important information 
about companies, products and brands efficiently by using the Internet to help them make 
purchase decisions more accurately. Thirdly, when compared to traditional retail shopping, 
online shopping enables consumers to compare product features, price, and availability 
more efficiently and effectively. Fourthly, online shopping allows consumers to maintain 
their privacy when they buy sensitive products. Finally, online shopping can reduce 
consumers’ shopping time, especially for those consumers whose times are perceived to 
be costly when they do brick-and-mortar shopping (Monsuwe et al., 2004). 
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1.2 The E-Commerce Industry in China 
China is the world’s biggest Internet market. Internet World Statistics (2010) notes that by 
the end of June, 2010, Internet users in China reached 420million, which is a 9.36% 
increase from end of 2009. The time spent online each day for Chinese Internet users is 
about 1 billion hours, more than double the daily total time spent in the United States 
(BCG, 2010). The majority of Chinese Internet users use the Internet for communication 
and seek entertainment (Thomas, 2010). 
 
E-commerce in China was launched in 1998 by Jack Ma and his partners with a business 
to business (B2B) online platform called Ailbaba.com (Backaler, 2010). Backaler (2010) 
reveals that EBay was the first Western multinational to enter into the Chinese e-
commerce market in 2003, followed by Amazon. Furthermore, 2003 was a milestone for 
Chinese e-commerce with the introduction of Alipay, Alibaba’s version of PayPal that 
adds security to online payment (Backaler, 2010).  
 
BCG (2010) reports that 8 percent of Chinese population shopped online in 2009, 
compared with only 3 percent in 2006. Wang (2011) notes that online shoppers in China 
reached 160 million by the end of 2010. Wang (2011) also states that in 2010, e-commerce 
activities reached 523.1 billion RMB (approximately $104.62 billion). Presently, 
consumer to consumer marketing (C2C) accounts for the largest segment in the Chinese e-
commerce industry. However, business-to-consumer marketing (B2C) is growing 
(Backaler, 2010). Products such as software and DVDs were the top sellers during the 
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early days of Chinese e-commerce (Backaler, 2010). Recently, clothing, cosmetics, books 
and airline tickets are becoming top sellers (Lee, 2009). 
 
1.3 Problem Statement  
 
All types of large and small scale businesses are turning to the Internet as a medium for 
sales of their products and services (for example EBay, Amazon.com. Trademe in New 
Zealand) and this has altered the way consumers shop (Prasad & Aryasri, 2009). However, 
there is a large gap, not only between countries, but also between developed and 
developing countries on how consumers perceive online shopping (Brashear, Kashyap, 
Musante, & Donthu, 2009). For example, these different perceptions include website 
design, reliability, customer service, security/privacy, and culture (Shergill & Chen, 2005). 
 
Lee (2009) indicates that in 2008, online sales accounted for 1.2% of total retail sales in 
China. Online sales in the United State accounted for 6% of total retail sales in 2008, and 
the Chinese Internet retailing market is predicted to grow in the future (Lee, 2009). 
Chinese online shoppers are relatively young (Backaler, 2010), and they are keen to 
purchase fashionable goods, books, audio and video products via the Internet (Lee, 2009). 
 
Su (2009) notes that Chinese traditional retailers are paying more attention to online 
transactions in recent years. Many retailers are developing e-commerce platforms, which 
is driving the online retailing market growth, and is attracting more consumers interested 
in purchasing products online (Su, 2009). Currently, China’s online shopping markets are 
dominated by C2C marketing that accounts for 93.2% of total online sales (Su, 2009).  
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There are three models used to classify China’s e-commerce platforms: the marketplace 
model, the online retail model, and the traditional retail model (Backaler, 2010). In the 
marketplace model, companies provide platforms to facilitate business between two 
parties but have no products of their own on offer. The marketplace model includes both 
B2B and C2C. The major companies are Taobao, Alibaba, and Paipai. The online retail 
model provides both products and a channel to sell directly to customers, and the major 
companies are 360buy, Joyo, and Dangdang. For the traditional retail model, companies 
not only sell products or services through the Internet but also have traditional retail 
outlets. The major companies are Gome, COFCO, and Lining (Backaler, 2010). 
 
In 2008, the Taobao platform was the market leader with a 20.2% market share in the 
Chinese online B2C market, followed by 360Buy, Amazon and Dangdang with 16.1%, 
12.1% and 11.3%, respectively (Su, 2009). Taobao is the largest online shopping 
marketplace in China, which operates under the same business model as EBay, providing 
online marketplace, payment solutions and technological infrastructures to match buyers 
and sellers (Ebay, 2009). 360buy is the largest online retailer for consumer electronics in 
China (Lee, 2009). In 2004, Amazon entered the Chinese online shopping market by 
acquiring Joyo, a Chinese local online retailer established in 2000. As Amazon’s top 
competitor in China, the local company Dangdang started its online business by selling 
books, audio, and video products in 1999 (Lee, 2009). The company has extended its 
product line and now offers home appliances, decorations and cosmetics (Dangdang, 
2009).  
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1.4 Research Objectives 
 
Internet shopping is rapidly increasing as a preferred shopping method for customers 
worldwide. However, online shopping is not as widely practiced in China (Lee, 2009). For 
companies which have already invested in online shopping, understanding the factors 
affecting Chinese consumers buying behavior is important information as the companies 
can develop better marketing strategies to convert potential customers into active ones. 
From a multinational perceptive, if companies can improve their understanding of Chinese 
e-consumers purchasing preference before they enter into the Chinese e-commerce market, 
the information can increase the likelihood of success. 
 
The purpose of this research is to identify the key factors influencing Chinese consumers’ 
online shopping behavior. The specific objectives of this research are:   
 To identify the factors that influence consumers’ decisions to adopt online 
shopping. 
 To determine the most important factors that impact on consumers’ choices of 
online shopping versus non-online shopping. 
 To examine whether different demographic characteristics have an impact on 
online shopping adoption. 
 
1.5 Research Contribution 
 
The major contribution of this study is to provide an improved understanding of the 
consumers’ decision-making process as it relates to online and non-online shopping 
decisions in China’s e-commerce industry. A theoretical research model of the factors that 
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are predicted to influence consumers’ decisions to shop or not shop online has been 
developed for this study. The information on the decision factors obtained from the 
empirical analysis will benefit future researchers who study consumer behavior in the e-
commerce industry. Moreover, this contribution is especially important as there is only 
limited published empirical research on online shopping behavior of Chinese consumers.  
 
From a practical perspective, this research offers valuable insights into the linkage 
between e-shopping and Chinese consumers’ decisions to shop or not shop online. This 
information can assist marketers and retailers to develop appropriate market strategies to 
retain current customers and to attract new customers.  
 
1.6 Thesis Overview 
 
Chapter One provides an overview of the research problem statement and objectives. 
Chapter Two discusses the literature on online consumer behavior and examines the 
literature on the factors influencing online shopping adoption in e-commerce industry.  
Chapter Three presents the conceptual model based on the review of the literature and the 
focus group discussions, the research model based on the results of the factor analysis, and 
develops 16 testable hypotheses. Chapter Four specifies the data and methodology used to 
test the hypotheses. Research results are discussed in Chapter Five. Lastly, Chapter Six 
presents a summary of the conclusion of this study, theoretical and managerial 
implications, limitations, and direction for future researches.  
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Chapter 2 Literature Review 
2.1 Introduction 
 
This chapter presents an overview of consumers’ online shopping behavior using the 
consumer decision-making process as a framework and identifies the factors that influence 
consumers’ decisions to shop online. The literature review focuses on the major factors 
influencing customers’ online shopping behavior, such as website factors, perceived risks, 
service quality, convenience, price, product variety, subjective norms, and consumer 
resources. 
 
2.2 Online Consumer Behavior 
 
Understanding the system of online shopping and the behaviors of the online consumers is 
crucial for practitioners to compete in the fast expanding virtual marketplace 
(Constantinides, 2004). Lohse, Bellman and Johnson (2000) explain that understanding 
online consumer behavior is also important as it may help companies clarify their online 
retail strategies for web site design, online advertising, market segmentation and product 
variety. 
 
Constantinides (2004) notes that most of the research and debate focuses on the 
recognition and analysis of factors that can influence the behavior of online consumers. 
Cheung, Zhu, Kwong, Chan and Limayem (2003) study online consumer behavior and 
explore how consumers adopt and use online purchasing. In particularly, the emphasis is 
on the antecedents of consumer online purchasing intention and adoption (Cheung et al., 
2003). In addition, a good deal of research effort focuses on modeling the online buying 
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and decision-making process (e.g., Comegys & Brennan, 2003; Liu & Arnett, 2000; 
McKnight, Choudhury, & Kacmar, 2002; O'Cass & Fenech, 2003). 
 
Cheung et al.’s (2003) study makes an important input into the growing number of 
research papers on online customers’ behavior. The study analyzes online consumer 
behavior by proposing a research framework with three building blocks (intention, 
adoption and continuance).  The authors find that most studies investigate intention and 
the adoption of online shopping, whereas continuance behavior is under-researched. 
Moreover, the study uses these building blocks (intention, adoption, and continuance) to 
analyze online consumer behavior as a framework. 
 
2.3 The Consumer Decision-Making Process 
 
Varied consumer decision making process models have been studied to understand 
consumer behavior. For instance, Engel, Kollate and Blackwell (1973) developed the EKB 
Model that consists of five stages: problem recognition, search, alternatives evaluation, 
choice, and outcome. Blackwell, Miniard and Engel (2001) developed a seven-stage 
Consumer Decision Process Model based on the EKB Model to analyze how individuals 
sort through facts and influences to make decisions that are logical and consistent for them. 
This seven stage model illustrates the stages consumers normally go through when making 
decisions: need recognition, search for information, pre-purchase evaluation of 
alternatives, purchase, consumption, post-consumption evaluation and divestment 
(Blackwell et al., 2001). 
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These models help to understand consumer behavior by examining the entire sequence of 
variables that have an impact on the information manipulation in the decision-making 
process (Quester, Neal, Pettigrew, Grimmer, Davis, & Hawkin, 2007). The five stages 
included in the buying decision-making model that used in recent research are: problem 
recognition, information search, evaluation of alternatives, purchase and post-purchase 
behavior (Dalrymple & Parsons, 2000; Kotler, 1997; Quester et al., 2007). The five-stage 
buying decision process model is used widely by marketers to better understand 
consumers and their behavior (Comegys, Hannula, & Vaisanen, 2006). The five-stage 
model clearly shows that the buying process begins before the actual purchase and 
continues even after the purchase is made (Kotler, 1997). The following section describes 
each stage in the five-stage consumer decision-making process. 
 
2.3.1 Problem Recognition  
 
The consumer decision-making process begins when consumers recognize a problem or 
need, in other words, the consumer recognizes a difference between their actual state and 
some desired or ideal state (Kotler, 1997; Kotler & Kevin Lane, 2006; Quester et al., 
2007). An actual state is the way that a person perceives his or her senses and situation to 
be at the current time and a desired state is the way that a person wants to feel or be at the 
current time (Quester et al., 2007). 
 
Quester et al. (2007) notes that there is no need for a consumer decision unless there is a 
recognition of a problem. Problem recognition can be aroused by previous experiences 
stored in memory, basic motives, or cues from references groups and family (Dalrymple & 
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Parsons, 2000). Moreover, Dalrymple and Parsons (2000) also maintain that problem 
recognition can be triggered by an outside stimulus such as advertising. 
 
2.3.2 Information Search 
 
Once problem recognition occurs, consumers begin to search for information and 
solutions to fulfill their unmet needs. Blackwell et al. (2001) point out that consumers can 
search for information from both internal and external sources. Likewise, Kotler and 
Kevin Lane (2006) places consumer information sources into four different groups: 
Personal Sources (family, friends, neighbors and acquaintances); Commercial Sources 
(advertising, salespersons, dealers and displays); Public Sources (mass media and 
consumer-rating organizations); and Experiential Sources (examining and using the 
product). 
 
The development of the Internet has opened up new opportunities for consumers to find 
out an enormous amount of information on a wide variety of goods and services (Quester 
et al., 2007). Blackwell et al. (2001) states contents of websites influence how consumers 
will use the media in consumer decision making. For example, as consumers receive more 
complete information, they will become more informed and have greater control over the 
information search stage of their decision-making process (Quester et al., 2007). 
 
2.3.3 Evaluation of Alternative 
 
After the information is gathered, consumers compare what they know about different 
products or services with what they consider the most important factors and begin to 
narrow the field of alternatives before they make their final choices. Consumers use new 
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or pre-existing evaluations stored in memory to choose products, services, brands and 
stores which will most likely satisfy their need (Blackwell et al., 2001). There is no single 
evaluation process used by all consumers or by one consumer in all kinds of purchases 
(Kotler, 1997). Blackwell et al. (2001) find that the choices consumers evaluate are 
influenced by both individual
1
 and environment
2
 influences. 
 
2.3.4 Purchase Decision 
 
The purchase decision includes not only product choice, service choice, and brand choice, 
but also retailer selection, which involves choosing one form of retailer, such as catalogs 
and the Internet retailing (Blackwell et al., 2001). Due to increasing competition, online 
retailers are working hard to build more attractive sites and to supply high service quality 
in order to attract more consumers. 
 
One of major factors that has an impact on purchase decision is risk perception (Cox & 
Rich, 1964; Kotler, 1997; Kotler & Kevin Lane, 2006). Quester et al. (2007) find that 
Internet users in Australia have concerns about giving their credit card details online. 
Haubl and Trifts (2000) notes the Internet is applied not only as a search engine, but also 
as a purchase device. Shopping through the Internet allows consumers to make a decision 
on an alternative, and complete a transaction. 
 
 
 
 
 
                                                 
1
 Individual differences: consumer resources, motivation and involvement, knowledge, attitudes and 
personality, values and lifestyle. 
2
 Environmental influences: culture, social class, personal influences, family and situation. 
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2.3.5 Post-purchase Behavior 
 
The purchase process continues even after the actual purchase is made (Comegys et al., 
2006). Marketers’ and retailers’ jobs do not end when products are bought but continue 
into the post purchase period (Kotler, 1997; Kotler & Kevin Lane, 2006).  Dalrymple and 
Parsons (2002) indicate that customers’ expectations are compared with actual product 
experience, the level of satisfaction or dissatisfaction assessed and potential further 
customer behavior projected. 
 
Comegys et al. (2006) notice that the importance of satisfaction is as relevant in an online 
environment as it is in an offline environment. If customers are not satisfied with their 
purchase, there will be a greater chance that the customers complain about the goods or 
services. Cho, Im, Hiltz, & Fjermestad’s (2002) study shows that there are different 
impacts of post-purchase evaluation factors on the tendency to complain in online 
shopping environments versus offline shopping environments. The study also illustrates 
that customers’ repeat purchase intentions are highly related to the propensity to complain, 
both in the online and offline shopping environment (Cho et al., 2002). 
 
2.4 Previous Studies 
 
Identifying the factors that influence online consumers’ behavior is important as the 
information can help to improve the design of e-shopping websites, supporting the 
development of online transactions and encourage more consumers to shop online (Cao & 
Mokhtarian, 2005; Chang et al., 2005). Previous studies on consumers’ online shopping 
behavior have identified a number of factors that consumers consider important in their 
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adoption of online shopping. For example, Sin and Tse (2002) investigate online shopping 
behavior of Hong Kong consumers. The authors find that Internet shoppers and non-
shoppers can be distinguished by consumers’ demographic, psychographic, attitudinal and 
experiential characteristics. They identify that in Hong Kong, educational level and 
income are significant discriminate variables to distinguish Internet shoppers from non-
Internet shoppers. The study also finds that Internet shoppers are more familiar with the 
Internet and make more purchase through other in-home shopping channels. Further, the 
study indicates that security and reliability are two critical concerns that may prevent 
consumers to shop online (Sin & Tse, 2002). 
 
Based on a survey of 214 online consumers, Ranganathan and Ganapathy (2002) find that 
website design characteristics, security, privacy, design, and information content are 
identified as the dominant factors that influence consumers' perceptions of online 
shopping in the U.S.. Furthermore, security and privacy are found to be a more important 
influence on consumers’ intention to shop online compare to the design and information 
content of the website. Alike, Shergill and Chen (2005) investigate New Zealand’s online 
consumers’ behavior and their result shows that website design, website 
reliability/fulfillment, website customer service, and website security/privacy are the four 
main factors that impact on consumers’ perception on online shopping. 
 
Using primary data from a sample of 135 respondents in India, Prasad and Aryasri (2009) 
identify that except trust, factors such as convenience, web store environment, online 
shopping enjoyment, and customer service have a significant impact on the willingness of 
consumers to shop on the Internet. Similarly, by using a survey of 700 New Zealand 
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Internet users, Doolin, Dillon, Thompson, and Corner (2005) find that convenience and 
enjoyment of online shopping are key factors that drive consumers to purchase more via 
the Internet. The study also shows that the perceived risk and the loss of social interaction 
can prevent consumers from choosing the Internet as a shopping media. 
 
Many studies have identified various advantages of e-shopping. Some researchers collapse 
these advantages together and name them perceived consequences (Limayem, Khalifa, & 
Frini, 2000) and relative advantage (Verhoef & Langerak, 2001). Other studies utilize a 
more specific measurement to describe advantage of online shopping, such as effort 
saving, decreased transaction costs, financial benefit, and quickness (Eastin, 2002; 
Koyuncu & Bhattacharya, 2004; Liang & Huang, 1998; Verhoef & Langerak, 2001). Cao 
and Mokhtarian (2005) point out that most of the e-shopping advantages positively 
influence consumers’ actual online shopping intention.  
 
Chang and Samuel (2004) maintain that one of the vital premises, which encourage more 
consumers to be involved in e-commerce, is to better understand the dynamics of the 
consumers’ decision process on the choice of online shopping. The following sections 
discuss factors that have been found to influence consumers’ online shopping adoption 
behavior. 
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2.5 Factors Influencing Consumers' Online Shopping Adoption    
Behavior 
 
2.5.1 Website Factors 
 
Websites are fundamentally store houses of information that can help customers to search 
for information (Ranganathan & Ganapathy, 2002). Ranganathan and Ganapathy (2002) 
define the B2C website as a site that enables consumers to make purchases through the 
World Wide Web. According to Elliott and Speck (2005), the role and importance of retail 
websites may differ according to news sites, manufacturer sites and auction sites. The 
design characteristics of a web page may also have an impact on consumers’ online 
buying decisions (Shergill & Chen, 2005). 
 
Online retailers need to understand online consumers’ characteristics to design an 
effective website. Online shoppers often have different profile when compared to 
traditional retail shoppers (Donthu & Garcia, 1999). Designing a good website is a 
difficult task and many factors must be taken into account (Liang & Lai, 2002). A number 
of studies have identified the key factors that are critical to the success of a website. For 
example, Liu and Arnett (2000) propose a framework for designing a high quality B2C 
website. The authors find that the quality of information and service, system use, 
playfulness, and system design quality are critical to the success of a website. Based on a 
sample of 214 online shoppers, Ranganathan and Ganapathy (2002) identify four key 
dimensions of B2C websites: information content, design, security, and privacy. In 
addition, Elliott and Speck (2005) find that there are five website factors (ease of use, 
product information, entertainment, trust, and currency) affecting consumers’ attitude 
toward retail websites.  
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Content and design of a website are important considerations when online retailers design 
high quality websites (Wolfinbarger & Gilly, 2003). Content refers to information, 
features or services offered in a website, whereas design is the way in which the contents 
are presented to consumers (Huizingh, 2000). Ranganathan and Ganapathy (2002) claim 
that the content of a website play an essential role in influencing consumers’ purchase 
decisions as they allow consumers to locate and select the products that best satisfy their 
needs.  
 
An online retailer’s website contains different features, including full-color virtual 
catalogues, on-screen order forms, and questionnaires to obtain customer feedback 
(Huizingh, 2000). Information that is provided by a website should allow consumers to 
make a decision, and care should be taken to avoid giving too much information, as this is 
likely to result in information overload (Keller & Staelin, 1987). 
 
Ranganathan and Ganapathy (2002) point out that the extent of interaction that customers 
can have with online retailers is a major difference between traditional and online retailing. 
Therefore, online retailers need to offer electronic interactivity in the form of email and 
frequently asked questions (FAQs) in order to compete effectively with traditional 
retailers. 
 
In designing a website, search engines, as one of navigational tools, can help consumers to 
locate products and related information in the website. Bakos’s (1991) study shows that 
lowering the costs of the information search is a primary benefit of the electronic 
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marketplace. Therefore, navigational tools that are offered by online retailers’ websites 
should facilitate the search process, and make the process more efficient (Alba et al., 
1997).  
 
2.5.2 Perceived Risks 
2.5.2.1 The Concept of Perceived Risk 
Perceived risk is a long rooted concept in the consumer behavior literature (Cox & Rich, 
1964). As a correct choice can only be identified in the future, consumers are forced to 
deal with uncertainty, or take a risk with their choices (Taylor, 1974). The first discussion 
on the concept of perceived risk emerged in the marketing literature and was introduced 
by Raymond in 1960 (Bauer, 1960). A review of the early marketing literature shows that 
perceived risk has been analyzed in relation to brand performance and loyalty, personality 
traits, and risk handling methods (Peter & Ryan, 1976; Schaninger, 1976). 
 
Perceived risk can be defined in many ways. Cox and Rich (1964) defined perceived risk 
as “the nature and amount of risk perceived by a consumer in contemplating a particular 
purchase decision” (P33). Perceived risk also can be viewed as the anticipated negative 
consequences a consumer associates with the purchase of a product or service (Dunn, 
Murphy, & Skelly, 1986). The notion of perceived risk can best be understood when 
consumers are viewed as having a set of buying goals related to every purchase 
(Cunningham, 1967). Cunningham (1967) found that consumers appear to alter their 
perception of risk from product to product. Cox and Rich (1967) proposed that there were 
various issues that may influence consumers’ perceived uncertainty, such as the mode of 
purchase and place of purchase. Bettman (1973) identified two distinct classes of risk: 
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inherent and handled risk. Inherent risk referred to the amount of conflict a product class 
is able to evoke in the minds of consumers. Handled risk was the risk evoked when 
consumers must choose a brand in their normal purchasing situation. 
 
When consumers make purchase decisions, they will follow the option that is perceived to 
have the most favorable outcome. Nevertheless, the probability of the perceived outcome 
for a purchase situation was judged to be unknown (Cox, 1967b; Cox & Rich, 1964). The 
amount of perceived risk that consumers experience was viewed as a function of two 
factors: the amount at stake and the individual’s feeling of certainty of success or failure 
(Cox, 1967a). Cox (1967a) stated that the amount at stake was that which will be lost if 
the consequences of choice was not favorable. In buying situations, the amount at stake 
was verified by the importance of buying goals for consumers (Cox & Rich, 1964). 
 
2.5.2.2 Types of Perceived Risk 
Although it is important to understand overall perceived risk, it is also vital to understand 
the consequence of the different types of perceived risk. In one of early studies by Spence, 
Engel and Blackwell (1970), risk was viewed as an undimensional construct with 
consumers exhibiting a constant level of risk. However, succeeding studies attempted to 
separate risk into independent components (Jacoby & Kaplan, 1972; Roselius, 1971). The 
common six major types of perceived risk have been used in many studies. The first 
researchers who examined the specific components of perceived risk were Jacoby and 
Kaplan (1972). They discovered five risk dimensions in their empirical study: financial 
risk, performance risk, physical risk, psychological risk and social risk (Jacoby & Kaplan, 
1972). The sixth perceived risk dimension, time risk, was identified by Roselius (1971). 
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The following list provides a definition of each of the six dimensions (Cases, 2002; Jacoby 
& Kaplan, 1972; Turley & LeBlanc, 1993): 
 
1. Financial risk – risk is related to the loss of money in the case of a bad purchase. 
2. Performance risk – it is also known as functional risk or quality risk, it covers the 
concern that a product or service will not meet performance expectations of 
consumers. 
3. Physical risk – risk that product or service will harm the consumer. 
4. Psychological risk – risk that a product or service will lower a consumer’s self-
image. It is a concern that a customer has about himself or herself. 
5. Social risk – risk that is concerned with individuals’ perceptions of other people 
regarding their online shopping behavior. 
6. Time risk – risk that is associated with the amount of time required to make a 
purchase or wait for a product to be delivered. 
The six risk dimensions are identified in relation to the purchase of a product exclusive of 
necessarily considering the context of the purchase (Cases, 2002). 
 
2.5.2.3 Perceived Risks of Online Shopping 
Previous research suggests that perceived risk is a key component in the consumers’ 
Internet shopping decision-making process (Liebermann & Stashevsky, 2002). From the 
customers’ perspective, perceived risks in e-commerce are greater than purchases made at 
brick-and-mortar stores (Suki, 2007). From a managerial point of view, understanding 
consumer risks and how consumers react and mitigate risks can help managers to better 
develop their business prospects and strategies (Comegys et al., 2006).  
 
Comegys, Hannula and Vaisanen (2009) note that there are two attributes of e-commerce. 
First, consumers cannot try and compare products in person before purchase, and secondly, 
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the unconventional method of payment where buyers and sellers never meet face-to-face. 
Moreover, personal and payment information must be provided by consumers before 
taking delivery of products (Suki, 2007). This process increases privacy and security 
concerns among consumers. Prior studies note that credit card security, buying without 
feeling, touching or smelling the item, not able to return the item, and security (privacy) of 
personal information are still the major concerns for consumers shopping online (Bellman, 
Lohse, & Johnson, 1999; Bhatnagar, Misra, & Rao, 2000). 
 
In an electronic shopping context, risk can be characterized by three elements: a remote 
source, an interactive medium that is used to send messages, and an online command 
mode (Cases, 2002). Jarvenpaa and Todd (1996) identify five sub dimensions of perceived 
risk: economic, social, performance, personal, and privacy. In Cases’s (2002) study, four 
potential risk sources are proposed for the context of electronic shopping: 1) risk related to 
the product; 2) risk resulting from a remote transaction; 3) risk linked with the use of the 
internet as a purchase mode; and 4) risk associated with the website where the transaction 
is made. Eight risk dimensions are identified in the study: performance risk, time risk, 
financial risk, deliver risk, social risk, privacy risk, payment risk, and source risk (Cases, 
2002). Doolin et al. (2005) examine New Zealand consumers’ perception of perceived risk 
of Internet shopping and their Internet shopping experience. The authors use three 
dimensions to measure perceived risk: product risk, privacy risk, and security risk.  
 
Product risk in an Internet shopping context refers to consumers’ perceptions that online 
shopping may be risky as they may not receive products that they expected because they 
cannot examine the products before purchases are made (Tan, 1999). Performance risk is 
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related to a product’s function features and is also called product risk. Doolin et al (2005) 
describe product risk as the risk of making a poor or wrong purchasing decision. Moreover, 
Doolin et al.’s (2005) study identifies two aspects of product risk. One aspect of product 
risk is related to the risk that consumers’ inabilities to compare prices result in them 
making a poor economic decision, or receiving a wrong product. The other aspect of 
product risk is associated with consumers’ concerns that the products will not perform as 
expected (Doolin et al., 2005). 
 
Cases (2002) also identifies financial risk as a financial loss occurring from a bad 
purchase, and the extra charges incurred for shipping products or exchanging products. In 
the terms of online shopping, consumers may perceive that it is impossible to get a refund 
with defective products as they perceive that returning defective products is not the same 
straightforward process that they use in traditional retail shopping. Privacy risk 
corresponds to the consumers’ fear that personal information will be collected without 
their knowledge (Cases, 2002). Security is a main factor in discriminating consumers’ 
intention to shop online (Ranganathan & Ganapathy, 2002). Security risk in the Internet 
shopping refers to fraudulent behavior of online retailers (Miyazaki & Fernandez, 2001).  
 
2.5.3 Service quality 
2.5.3.1 The Definition of Service Quality 
Service quality has been studied as an important construct in marketing since the 
development of Gronroos’s (1981) conceptual model of service quality. Total perceived 
service quality is used to identify how well the service performance matches customer’s 
expectations (Santos, 2003). 
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Gronroos (2000) explains that service quality is the outcome of an evaluation process 
where consumers compare their expectations with the service that they experienced in the 
service encounter. Parasuraman, Zeithaml and Berry (1985) defined service quality as “the 
comparison between customer expectations and perceptions of service” (p42). Similarly, 
Lewis (1989) points out that perceived service quality is a consumer decision that stems 
from a comparison of consumers’ expectations of service that a company should offer 
with their evaluation of the company’s actual service performance. 
 
Several studies explain that service quality is a multi-dimensional construct, and the 
dimensions of service quality differ depending on the industry and cultural setting 
(Alexandris, Dimitriadis, & Markata, 2002; Brady & Cronin Jr, 2001; Clemes, Gan, & 
Kao, 2007; Dabholkar, Thorpe, & Rentz, 1996; Lee & Lin, 2005; Lehtinen & Lehtinen, 
1991). If online retailers can identify and understand the factors that consumers use to 
assess service quality and overall satisfaction, the information will help online retailers to 
monitor and improve company performance (Yang, Peterson, & Cai, 2003). 
 
Marilyn and Donna (2008) point out that after certain groups of consumers receive poor 
service from an organization or store, they will never come back. Moreover, unlike 
satisfied customers, those consumers who received poor service quality may have negative 
perceptions and this results in negative effects, such as negative world of mouth 
(Voorhees, Brady, & Horowitz, 2006). 
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2.5.3.2 Service Quality Dimensions 
A number of previous researchers have identified the standard aspects that may help 
customers to evaluate service quality. Gronroos (1984a) introduced two service quality 
dimensions: technical quality and functional quality. Technical quality is the quality 
delivered to consumers and functional quality is the quality of how the service is delivered. 
 
Parasuraman et al. (1985) identified ten determinants of perceived service quality: access, 
communication, competence, courtesy, credibility, reliability, responsiveness, security, 
tangibles, and understanding the customers. Parasuraman et al. (1988) further refined 
these ten dimensions of service quality to five: tangibles, reliability, responsiveness, 
assurance and empathy. The authors also developed SERVQUAL, a global measurement 
of service quality, based on the five service quality dimensions. 
 
2.5.3.3 Service Quality in Online Retailing 
 
If online retailers can identify and understand the factors that consumers use to assess 
service quality and overall satisfaction, the information will help online retailers to 
monitor and improve company’s performance (Yang et al., 2003). Santos (2003) explains 
service quality (e-service quality) in e-commerce as consumers’ overall evaluations and 
judgments of the quality of e-service provided by online companies. E-service quality 
relates to customers’ perceptions of the result of the service and perceptions of service 
recovery (Collier & Bienstock, 2006). In addition, from retailers’ point of view, it is 
compulsory for online retailers to examine the existing and potential customers’ 
expectations of service quality, in order to offer a high quality service (Yang & Jun, 2002). 
Cox and Dale (2001) argue that although there is a nexus between electronic retailing and 
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traditional retailing, some exclusive attributes of the Internet such as customer-to-website 
interactions and lack of human interaction makes it necessary to consider whether the 
theories and concepts of service quality in traditional retailing can be applied to retailing 
based on the Internet. 
 
2.5.3.4 Empirical studies on Service Quality Dimensions in Online Retailing 
 
Previous researchers have studied e-service quality (e-SQ) and the dimensions of e-SQ. 
Yang and Jun (2002) maintain that online retailers need to evaluate the importance of e-
SQ dimensions, to better developing online marketing strategies. 
 
The unique characteristics offered by online services can affect the perceptions of service 
quality differently, when compared to customers’ perceptions of service quality offered by 
offline services (Cai & Jun, 2003; Collier & Bienstock, 2006; Cox & Dale, 2001; Yang et 
al., 2003). Cox and Dale (2001) propose that the service quality dimensions such as 
competence, courtesy, cleanliness, friendliness, and commitment might not be applicable 
to online retailing. However, other dimensions such as accessibility, reliability, 
communication, credibility, understanding, and availability may be relevant to measure 
service quality in internet commerce (Cox & Dale, 2001). 
 
Gefen (2002) re-examines the SERVQUAL dimensions (see Parasuraman et al. (1988)) in 
the context of electronic services. Gefen’s (2002) result suggests that the five 
SERVQUAL dimensions can be reduced to three for online service quality: tangibles, 
responsiveness, reliability, and assurance are combined into one dimension, and empathy. 
Moreover, the tangibles dimension is found to be the principal dimension in increasing 
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customers’ loyalty and the combined dimension of reliability, responsiveness and 
assurance is the most important dimension in increasing trust (Gefen, 2002).  
 
Yang and Jun (2002) conduct an exploratory study that examines the service quality 
dimensions in the context of internet commerce from the perception of both online 
shoppers and non-online shoppers in the Southwestern United States. In the authors’ study, 
six dimensions are identified for online shoppers: reliability, access, ease of use, 
personalization, security, and credibility. Seven dimensions are identified for non-online 
shoppers: security, responsiveness, ease of use, reliability, availability, personalization, 
and access. After examining the relative importance of each service quality dimension, the 
reliability dimension is the most critical dimension for online shoppers and security 
dimension is the most important dimension for non-online shoppers (Yang & Jun, 2002).  
 
Santos (2003), using focus groups, identifies two e-service quality dimensions: incubative 
and active. The incubative dimension consists of ease of use, appearance, linkage, 
structure, layout, and content. While reliability, efficiency, support, communication, 
security, and incentive make-up the active dimension. 
 
Collier and Birnstock (2006) measure e-service quality which includes not only the 
interaction of consumers with websites (or process quality), but also outcome quality and 
recovery quality. The study shows that consumers evaluate the design, information 
accuracy, privacy, functionality, and ease of use of a website in order to assess the process 
of placing an order (Collier & Bienstock, 2006). Collier and Birnstock (2006) find that 
consumers’ perceptions of outcome quality of a transaction are positively impacted by 
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process quality. Moreover, a positive relationship is found between e-service recovery and 
consumers’ level of satisfaction with online retailers. 
 
2.5.4 Convenience 
Convenience is often discussed in connection with the assortment of goods and services 
(Brown, 1989). Brown (1989) suggests that the concept of convenience has at least five 
dimensions: 
1. Time Dimension: The purchase of a product or service can be made at a 
convenient time for customers, such as, a pizza delivery. 
2. Place Dimension: Products or service could be consumed in a place that is 
convenient for consumers. For example, the combination of a petrol station and 
convenience store. 
3. Acquisition Dimension: Companies make purchases easier for consumers in a 
financial context. For example, home shopping via a TV makes it more convenient 
for consumers to complete the purchase from home.  
4. Use Dimension: Products are more convenient for consumers to use. For example, 
“just add water” food or drinks. 
5. Execution Dimension: Products that someone else could provide for consumers. 
Fully cooked meats and vegetables sold in stores or supermarkets are examples of 
this type of product. 
 
Convenience has been associated with the adoption of non-store shopping environments 
(e.g., Darian, 1987; Eastlick & Lotz, 1999; Gillett, 1976), for example, online shopping. 
Shopping convenience is acknowledged to be the major motivating factor in consumers' 
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decisions to buy products at home (Gillett, 1976). Darian (1987) identified five types of 
convenience for in-home shopping: reduction in shopping time, timing flexibility, saving 
the physical effort of visiting a traditional store, saving of aggravation, and providing the 
opportunity to engage in impulse buying, or directly responding to an advertisement. 
 
According to Gehrt, Yale and Lawson (1996), shopping convenience includes the time, 
space, and effort saved by a consumer and it includes features such as an ease of placing 
and canceling orders, returns and refunds, and the timely delivery of orders. Similarly, 
Swaminathan et al. (1999) state that convenience includes the time and effort saved by 
consumers. The physical effort required in an electronic shopping is much lower in 
comparison with the physical effort that is necessary to visit a retail store to make a 
purchase (Darian, 1987). Online retail stores provide customers with the opportunity to go 
shopping online twenty four hours a day and seven days a week. Busy consumers may 
perceive that the time consuming aspect of making purchase by visiting traditional retail 
stores as a disadvantage (Verhoef & Langerak, 2001). Moreover, Verhoef and Langerak 
(2001) note that due to less transportation time, waiting time, and planning time, the total 
time for electronic grocery shopping is lower than the total time required for in-store 
shopping. 
 
2.5.5 Price 
Zeithaml (1988) defined price from customers’ perspectives is “what must be given up or 
sacrificed to gain products or services” (pp.10). Engle, Blackwell and Miniard (2005) 
maintain that price is a key aspect in the choice situation as consumers’ choices depend 
heavily on the price of alternatives. Moreover, compared with the actual price, the 
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perceived price of a product can influence consumers’ product evaluations and choices 
(Chiang & Dholakia, 2003). Chiang and Dholakia (2003) also note that consumers’ 
choices of shopping channels may be affected by the perceived price of the channel.  
 
Consumers usually consider price when they assess the value of an acquired service 
(Zeithaml, 1988). Reibstain (2002) indicate that online consumers generally are looking 
for price information from different retailers for the same product in order to make the 
most favorable economic decision. Price is one of the most essential factors used in the 
consumers’ decision-making process in online and traditional markets (Chiang & 
Dholakia, 2003). In traditional retail shops, a lack of customer information and the cost of 
obtaining the information has always been seen as obstacles for consumers to obtain the 
lowest price of a product (Reibstein, 2002). Liao and Cheung (2001) note that price (what 
consumers pay for making a purchase online) falls into two catagories. One is the price 
paid for the product purchased. The second, is the price consumers pay to purchase 
computers, internet subscriptions and software, and to enter into e-markets before making 
any purchase online. 
 
Brynjolfsson and Smith (2000) find that the prices of products sold online in the U.S. are 
usually 9 to 16 percent lower than products sold in traditional retail shops. Moreover, the 
authors also note that for the same product, Internet channels offer a much wider price 
variation than convenience stores. Reibstein (2002) concludes that there are three reasons 
why prices are charged less in online retail stores than in traditional retail stores. First, 
there are lower direct cost of providing the product, such as no rent and lower inventory. 
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Second, more competitors online can cause more price competition. Third, the elimination 
of the physical monopoly. 
 
2.5.6 Product Variety 
Szymanski and Hise (2000) find that product variety is one of the important reasons why 
customers choose to shop online. Based on Bakos (1997) and Peterson, Balasubramanian 
and Bronnenberg’s study (1997), Sin and Tse (2002) conclude that there are three reasons 
why online shoppers value product variety. First, superior assortments can increase the 
probability that online consumers’ needs are satisfied, especially when the product is 
likely to be sourced from traditional retail channels. Secondly, consumers are able to buy 
better quality products with a satisfied price from a wider variety of outlets using a 
sophisticated search engine. Finally, the wider the product choice available online, the 
more product information people will demand. This may result in more reasonable buying 
decisions and higher level of satisfaction. 
 
There are many marketing studies that identify the relationship between perceived variety 
and actual assortment (Kahn & Lehmann, 1991; Van Herpen & Pieters, 2002). 
Researchers also notice that consumers’ perceptions of variety are influenced not only by 
the number of distinct products, but also by the repetition frequency, organization of the 
display, and attribute differences (e.g., Hoch, Bradlow, & Wansink, 1999; Van Herpen & 
Pieters, 2002). Brynjolfsson, Hu and Smith (2003) point out one important reason for 
increased product variety on the Internet is the capability of online retailers to catalog, 
recommend, and offer a large number of products for sale. 
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2.5.7 Subjective Norms 
A subjective norm is defined as “a person’s perception of the social pressures put on him 
to perform or not perform the behavior in question” (pp. 6) (Ajzen & Fishbein, 1980). 
Limayem et al. (2000) note that online shopping is a voluntary individual behavior that 
can be elucidated by behavior theories such as the theory of reasoned action (TRA) 
introduced by Fishbein and Ajzen (1975) and the theory of planned behavior (TPB) 
proposed by Ajzen (1991). The TRA has been widely used by social psychologists and 
consumer behavior researchers (Choi & Geistfeld, 2004). The TRA offers an argument 
that behavior is shaped at first by a purpose or an objective. This objective, is in turn, 
influenced by the individual’s particular standards and his/her subjective norms such as 
social influence (Limayem et al., 2000).  
 
Choi and Geistfeld (2004) argue that a subjective norm consists of a normative belief that 
a reference group will approve or disapprove of a behavior and one’s motivation to 
comply with the approval or disapproval of the reference group. Vijayasarathy (2004) 
defines normative beliefs in the context of consumer intention to shop online as “the 
extent to which a consumer believes that people who are important to him/her would 
recommend that the consumer engages in online shopping” (pp. 752). Tan, Yan and 
Urquhart (2007) examine how three dimensions of national culture may moderate the 
impact of attitude, subjective norms, and self-efficacy on consumers’ online shopping 
behavior between China and New Zealand. In their study, subjective norms are divided 
into two types, namely peer influence (friends and family) and external influence (mass 
medium, popular press and news reports) (Tan et al., 2007). 
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2.5.8 Consumer Resources  
Engel, Blackwell and Miniard (1995) consider consumer resources as one of five 
individual factors that are derived by consumers’ individual differences. Individual factors 
are characteristics of the individual, and different individual characteristics can have an 
impact on the behaviors of consumers (Hawkins, Best, Coney, 1995). 
 
Blackwell, Miniard and Engel (2001) stress that consumer resources consist of three 
resources: time, money and information reception, and processing capability. Moreover, 
consumers include these resources into their decision making process (Blackwell et al., 
2001). In the context of e-commerce, consumer resources refers to the accessibility to a 
personal computer and the Internet, and the knowledge of computer and Internet use, as 
well as the knowledge of how to make purchase online. Blackwell, Miniard and Engel 
(2001) define consumer knowledge as information related to product purchase that is 
stored in consumers’ memories. Consumer knowledge includes an enormous array of 
information such as availability and characteristics of product and services, where and 
when to make purchase, and how to use products (Engel et al., 1995). 
 
2.6 Demographic Characteristics 
 
According to Chang and Samuel (2004), understanding types of people who shop online is 
useful for businesses to formulate their marketing strategies. Demographic characteristics 
are regularly studied when researchers are trying to determine why consumers make 
purchase online (Foucault & Scheufele, 2002). Empirical research shows that determining 
which market segments to target allows evaluative dimensions in terms of geographic, 
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demographic, and behavioral factors (Samuel, 1997). The evidence from previous studies 
shows that there is a significant relationship between the demographic characteristics of 
Internet users and online purchase frequency (Chang & Samuel, 2004). Kotler (1982) 
categorizes demographic factors as sex, age, education, occupation, income, race, religion, 
nationality, family size and family life cycle. 
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Chapter 3 Research Hypotheses and Model 
3.1 Introduction 
This chapter discusses the conceptual gaps identified in the literature review presented in 
Chapter Two. This is followed by a review of the three research objectives identified in 
the Chapter One. In the following sections, the 16 hypotheses are proposed and a 
theoretical research model is developed. 
 
3.2 Conceptual Gaps in the Literature 
The following conceptual gaps are identified based on a review of the literature on 
consumers’ shopping behavior in E-commerce industries. 
 Limited published research on the factors influencing consumers’ choice of online 
shopping or traditional shopping in China. 
 A lack of empirical research on characteristics of Chinese online shoppers. 
 A lack of empirical research on Chinese consumers’ buying behavior in e-
commerce industries.  
3.3 Research Objectives 
Online shopping is rapidly increasing as a preferred shopping method for cutomers 
worldwide. However, online shopping is not as widely practiced in China (Lee, 2009). For 
companies which have already invested in online shopping, understanding the factors 
affecting Chinese consumers buying behavior is important information as the companies 
can develop better marketing strategies to convert potential customers into active ones. 
From a multinational perceptive, if companies can improve their understanding of Chinese 
consumers purchasing preference before they enter into the Chinese e-commerce market, 
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it can increase the likelihood of success. 
 
The purpose of this research is to identify the key factors influencing Chinese consumers’ 
online shopping behavior. The specific objectives of this research are:   
 To identify the factors that influence consumers’ decisions to adopt online 
shopping. 
 To determine the most important factors that impact on consumers’ choices of 
online shopping versus non-online shopping. 
 To examine whether different demographic characteristics have an impact on 
online shopping adoption. 
 
3.4 Hypotheses Development 
 
Based on the conceptual gaps identified in Section 3.2 above, 16 testable hypotheses are 
developed to satisfy the three research objectives. Hypothesis 1 to Hypothesis 9 address 
Research Objective One and Two, and Hypothesis 10 to Hypothesis 16 address Research 
Objective Three. 
 
3.5 Hypotheses and Construct Relating to Objective One and Two 
 
3.5.1 Website Factors 
 
The number of retail sectors (e.g., books, music, travel, dresses, and electronics) that are 
using the web for marketing, promoting, and transacting product and services with 
customers increased rapidly in recent years (Ranganathan & Ganapathy, 2002). Therefore, 
to remain competitive, it is essential for online retailers to design, develop and maintain 
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high quality websites, as customers are more likely to shop on websites with high quality 
attributes (Ethier, Hadaya, Talbot, & Cadieux, 2006).  
 
Liu and Arnett (2000) note that in the context of electronic commerce, a successful 
website should attract customers, make them feel the site is trustworthy, dependable, and 
reliable. Liang and Lai (2002) argue that website design, as the basis of internet retailing, 
is the most important dimension for estimating online retailers’ effectiveness.  
 
Shergill and Chen (2005) find that poor website design is the major reason for consumers 
not to make purchases online.  Lohse and Spiller’s (1998) study shows that an online store 
with a FAQs (frequent asked questions) section can attract more consumers. Moreover, a 
feedback section provided for consumers will lead to advanced sales (Lohse and Spiller, 
1998). In addition, Ranganathan and Ganapathy (2002) conclude that both information 
content and design of a B2C website have an impact on the online purchase intention. 
Therefore, the following hypothesis is proposed: 
 
H1: There is a positive relationship between well designed website factors and online 
shopping adoption. 
 
3.5.2 Perceived risk 
 
Risk reduction is seen as a key to increasing consumer participation in e-commerce 
(Swaminathan et al., 1999). There are many studies showing risk as an important factor 
for online shopping (Doolin et al., 2005; Liebermann & Stashevsky, 2002; Suki, 2007). 
Miyazaki and Fernandez (2001) note that consumers who perceived less risks or concern 
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toward online shopping are supposed to make more purchases than consumers who 
perceived more risks. 
 
Previous findings on the influence of perceived risk on online shopping are mixed (Doolin 
et al., 2005). Vijayasarathy and Jones (2000) report that perceived risk influences  
attitudes toward both online shopping and intention to shop online. However, Jarvenpaa 
and Todd (1996) find that perceived risk influences consumers’ attitudes toward online 
shopping, but not the intention to shop online. Corbitt, Thanasankit and Yi (2003) find that 
perceived risk is not significantly correlated with participation in online shopping. 
 
In the context of specific risks, Bhatnagar et al. (2000) find that risks related to not getting 
what is expected and credit card problems could negatively affect online shopping 
intention. According to the review of empirical studies regarding the antecedents of online 
shopping, Chang, Cheung and Lai (2005) conclude that risk perception had a significantly 
negative influence on the attitude towards online shopping. Conversely, consumers are 
more likely to shop at online stores with sound security and privacy features (Doolin et al., 
2005; Miyazaki & Fernandez, 2001; Suki, 2007). Thus, the following hypothesis is 
proposed: 
 
H2: There is a negative relationship between perceived risk and online shopping adoption. 
 
3.5.3 Service Quality 
 
E-service quality is one of key factors that can increase attractiveness, hit rate, customer 
retention and positive word-of-mouth. Moreover E-service quality can maximize the 
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online competitive advantages of e-commerce (Santos, 2003). The service quality 
dimensions identified in this research are based on the literature review and represent 
consumers’ overall impression of service derived from shopping online. In the context of 
online shopping, three service quality dimensions (reliability, responsiveness and 
personalization) are used to analyze the relationship between service quality and online 
shopping adoption (Yang and Jun, 2002). 
 
Reliability represents the capability of online retailers to fulfill orders correctly, charge 
correctly, and deliver on time (Yang & Jun, 2002). For example, consumers will not 
endure a product arriving late, being misplaced or damaged. Moreover, consumers prefer 
to have information on hand about the state of their order (Yang & Jun, 2002). Lee and 
Lin (2005) find that reliability in an online store positively influences overall service 
quality. Similar, Zhu, Wymer and Chen (2002) point out that the reliability dimension has 
a positive impact on perceived quality and customer satisfaction in electronic banking. 
Yang and Jun (2002) claim that consumers may stop making purchases online due to poor 
order fulfillment and delivery by online retailers. 
 
In the case of the responsiveness dimension, Yang and Jun (2002) identify that consumers 
expect online stores to respond to them as quickly as possible. Fast responses from online 
retailers may help consumers solve their problem and make decisions on time (Yang & 
Jun, 2002). Previous studies demonstrate that the responsiveness of web based services 
have highlighted the importance of perceived service quality and customer satisfaction 
(Lee & Lin, 2005; Yang & Jun, 2002; Zhu et al., 2002). 
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Personalization is defined as the social content of the interaction between service 
providers and consumers (Mittal & Lassar, 1996). The lack of real time interaction has a 
tendency of preventing potential consumers to make purchase via the Internet (Yang & 
Jun, 2002). Moreover, Yang and Jun (2002) claim that personalization of online stores 
includes: individualized attention, a message area that answers for customer questions or 
comments, and a personal thank you note from online retailers. 
 
Cai and Jun (2003) identify two reasons why service quality, in the context of e-commerce, 
is considered as one of the most important determinants of online retailers’ success. First, 
consumers’ satisfaction and intention to shop online is affected by service quality 
provided by online retailers. Second, good service quality offered by online retailers may 
attract potential consumers to shop online. Lee and Lin (2005) find that good service 
quality, in the context of the Internet retailing, positively influences consumers’ purchase 
intentions. Moreover, Vijayasarathy and Jones (2000) find that poor service quality 
appears to have a negative influence on consumers’ decision to make purchases online. 
Therefore, the following hypothesis is proposed: 
 
H3: There is a negative relationship between poor service quality and online shopping 
adoption. 
 
3.5.4 Convenience 
 
Donthu and Garcia (1999) find that convenience is one of the extensively held perceptions 
that drive consumers to shop online. Swaminathan et al., (1999) indicate that consumers 
who value convenience are inclined to make purchases via the Internet more often and to 
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spend more money on online shopping. Similarly, Prasad and Aryasri (2009) propose that 
consumers’ perceptions of convenience positively impact consumer behavior on their 
willingness to make purchase from the Internet and  patronage Internet retail stores. As 
consumers obtain utilitarian value from efficient and timely transactions, both time and 
effort savings positively influence customers’ online purchase intention (Childers, Carr, 
Peck, & Carson, 2001). Therefore, the following hypothesis is proposed: 
 
H4: There is a positive relationship between convenience and online shopping adoption. 
 
3.5.5 Price 
 
The promise of greater savings from retailers is one of the important motives that drive 
consumers to shop online (Chiang & Dholakia, 2003). Many consumers look for price 
information when they choose to shop online. Vijayasarathy and Jones (2000) identify that 
savings in transaction costs that lead to better deals on price can positively influence 
consumers’ attitudes on the intention to shop online. However, Chiang and Dholakia 
(2003) note that price does not have an influence on customers’ online shopping intention. 
 
Alba et al. (1997) find that when consumers think non-price aspects are more important 
and when there is more product differentiation among the choices, they will care less 
about online price than in convenience stores. Ahuja, Gupta and Raman (2003) examine 
factors that motivate consumers to shop online. The authors find that a better price is one 
of reasons that cause consumers to make purchase online. Additionally, Reibstein (2002) 
find that in the context of online shopping, a low price can attract price-sensitive 
customers. Tang, Bell, and Ho (2001) propose that consumers will choose a retail store if 
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they believe they can receive better value (e.g., lower price of products) from that store. 
Thus, the following hypothesis is formulated:  
 
H5: There is a positive relationship between low prices charged by online retailers and 
online shopping adoption. 
 
3.5.6 Product Variety 
 
Kahn and Lehmann (1991) suggest that consumers usually prefer more variety when a 
choice is given. Product variety is found to be positively associated with consumers’ 
online shopping intention and adoption (Cao & Mokhtarian, 2005; Cho, 2004). A wide 
selection of products leads to better comparison shopping and eventually better purchases 
(Keeney, 1999). A variety of product offerings and unique product offerings are identified 
as an important positive functional effect directly related to Internet shopping (Cho, 2004). 
Sin and Tse (2002) find that compared with non-online shoppers, Internet shoppers have a 
more positive evaluation of the product variety of online shopping. However, Sin and Tse 
(2002) also discuss that the relatively limited range of products available online is one of 
the factors reducing the development of Internet shopping. Thus, the following hypothesis 
is proposed: 
 
H6: There is a positive relationship between product variety and online shopping adoption. 
 
3.5.7 Subjective Norms 
 
As using the Internet as a medium to shop is comparatively a new phenomenon, customers’ 
decisions with regards to whether to engage in this behavior can be affected by their 
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important referents, such as friends and family (Vijayasarathy, 2004). Prior studies find 
that consumers’ subjective norms positively affect their intention to purchase online, thus, 
subjective norms have an optimistic effect on the choice of online shopping (Choi & 
Geistfeld, 2004; Foucault & Scheufele, 2002; Limayem et al., 2000). However, as 
discussed in the literature, subjective norms were defined as “a person’s perception of the 
social pressures put on him to perform or not perform the behavior in question” (pp. 6) 
(Ajzen & Fishbein, 1980). In the context of online shopping, consumers will choose not to 
shop online if their friends or family do not encourage them to make purchases through 
the Internet (Foucault & Scheufele, 2002). Thus, the following hypothesis is proposed: 
 
H7: Subjective Norms affect consumers’ decisions to adopt online shopping.  
 
 
3.5.8 Consumer Resources 
 
Online shopping requires people to have computer skills and resources, such as computer 
ownership or computer and Internet accessibility (Shim, Eastlick, Lotz, & Warrington, 
2001). Eun Young and Youn-Kyung (2004) state one of reasons that has contributed to the 
extraordinary growth of Internet shopping is the increasing number of computer-trained 
consumers. Li, Kuo and Russel (1999) find that consumers’ Internet knowledge has a 
positive impact on consumers’ online shopping intention and adoption. Moreover, Liao 
and Cheung (2001) identify that consumers with experience in the use of personal 
computers tend to prefer online shopping. Similarly, consumers with a number of years of 
computer experience are more likely to make purchases online (Van Slyke, Comunale, & 
Belanger, 2002). Therefore, the expected relationship between consumer resources and 
online shopping adoption is hypothesized as followed. 
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H8: There is a positive relationship between consumer resources and online shopping 
adoption. 
 
3.5.9 Product Guarantee 
 
There are many kinds of guarantees that have been discussed in previous studies, such as 
delivery time guarantee, AOL Certified Merchant Guarantee, and a return policy (So & 
Song, 1998; Urban, 2009; Yingjiao & Paulins, 2005; Zhang, 2004). Koyuncu and 
Bhattacharya (2004) note that the lack of any guarantee of quality of goods is one of the 
major factors that prevent consumers from buying certain goods (e.g. high priced goods 
and goods that need visual inspection) through the Internet. Yingjiao and Paulins (2005) 
study college students’ attitudes and behavioral intention of shopping online for apparel 
products. The result shows that an easy return policy provided by online retailers is an 
important factor influencing college students’ willingness in terms of buying apparel 
products from the Internet. Moreover, Koyuncu & Bhattacharya (2004) maintain that 
consumers will reduce their purchases from the Internet if they cannot receive their orders 
from online retailers within the promised time. Thus, the following hypothesis is proposed: 
 
H9: There is a positive relationship between product guarantee and online shopping 
adoption. 
 
3.6 Hypotheses Related to Research Objective Three 
 
Previous studies reveal that customers’ demographic characteristics can be used to 
discriminate the behavior of one segment of customers from another segment (Brashear et 
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al., 2009; Chang & Samuel, 2004; Hashim, Ghani, & Said, 2009). In the context of e-
commerce, customers’ demographic characteristics, such as gender, age, education and 
income have been widely used to distinguish between online shoppers and non-online 
shoppers.  
 
Based on the previous studies, online consumers tend to be younger, possess greater 
wealth, be better educated with high incomes and spend more time on the Internet 
(Brashear et al., 2009; Swinyard & Smith, 2003). Atchariyachanvanich and Okada (2006) 
study Chinese and Japanese online consumers. The authors find that Chinese online 
consumers are young, single, male and are company or government employees, or self-
Employed. However, Fu (2009) claims that in China, there are more and more female 
Internet users becoming online shoppers than male Internet users, and the trend is 
increasing steadily. Thus, following hypotheses are proposed: 
 
H10: Female consumers are more likely to adopt online shopping than male consumers. 
H11: Younger age is positively related to online shopping adoption. 
H12: Single consumers are more likely to adopt online shopping. 
H13: There is a positive relationship between higher education levels and online shopping 
adoption. 
H14: Occupation has a positive impact on the adoption of online shopping. 
H15: There is a positive relationship between high incomes and online shopping adoption. 
H16: There are different perceptions of the adoption of online shopping factors within 
demographic groups. 
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3.7 The theoretical Research Model 
The conceptual model developed in this study is based on the review of the literature (see 
Figure 3.1). The research model suggests that consumers’ decisions to shop via the 
Internet are based on eight factors: websites factors, perceived risk, service quality, 
convenience, price, product variety, consumer resources, and subjective norms, and 
demographic characteristics, such as age, gender, marital status, education, occupation, 
and income. 
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Figure 3.1 Theoretical Research Model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
     Binary variable 
  
                                                                                            1= Do online shopping  
 
                                                                                            0= Do not do online shopping 
 
 
 
 
 
 
 
 
 
 
 
 
Independent variables 
 
 
 
Online Shopping 
Adoption 
 
 
Perceived Risk(-) 
Service Quality(-) 
Price(+) 
Convenience(+) 
Product Variety(+) 
Consumer Resources(+) 
Subjective Norms(+/-) 
Demographic 
Characteristics(+/-) 
 Age 
 Gender 
 Marital status 
 Education 
 Occupation 
 Income 
 
  
Website Factors(+) 
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3.8 The Research Model Based on Factor Analysis 
Due to the exploratory nature of this study, an exploratory factor analysis was performed 
(see Section 5.4.2) to gain a robust and reliable factor structure. After adding one extra 
factor that was derived from the factor rotation, nine decision factors were selected to 
improve the research model and develop the hypotheses used in this study. The nine 
factors are websites factors, perceived risk, service quality, convenience, price, product 
variety, consumer resources, subjective norms, and product guarantee. In addition, the 
demographic characteristics: gender, age, marital status, education occupation, and 
income, are retained in the model. The final version of research model is presented in 
Figure 3.2. 
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Figure 3.2 Consumers’ Online Shopping Adoption Choice Factor Model 
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Chapter 4 Research Methodology 
 
4.1 Introduction 
This chapter outlines the research methodology used to test the sixteen hypotheses, 
identified in Chapter Three, and to answer the three research objectives, discussed in 
Chapter One and Three.  
 
The chapter starts with a discussion of the sampling method and the estimation of the 
sample size. A discussion of how the questionnaire was developed follows. Finally, factor 
analysis, logistic regression analysis, and the additional statistical analysis used in this 
study are discussed. 
 
4.2 Sampling Method 
 
The primary data was collected through a questionnaire survey. The sample was drawn 
from the population of Beijing, the capital of China. Beijing is one of the most developed 
cities in China. Beijing has 19.72 million inhabitants in 2010, and the city has grown by 
over 3% in the past 2 years (Meng, 2010). An increased number of migrants has also 
resulted in a significant growth in Beijing’s population in the past few years (HKTDC, 
2009). Moreover, HKTDC (2009) point out that there was one migrant in every four 
Beijing residents by the end of 2008. 
 
The data was collected using a convenient sampling approach on a face to face base. This 
method can reduce respondent error and save the costs (Zikmund and Babin, 2010). 
Respondents who were less than 18 years old were excluded from the survey as they 
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might have encountered difficulties in interpreting the survey questions. An intercept 
personal interview approach was used to collect data for this research. The survey was 
conducted in a shopping mall during a three weeks period, which was from 1
st
 September 
to 22
nd
 September. The questionnaires were collected immediately after participants 
completed them. The researchers clearly stressed the voluntary participation criteria before 
distributing the questionnaire to each participant to complete. 
 
4.3 Sample Size 
 
The appropriate sample size should be considered in order to make generalizations with 
confidence about the constructs under investigation. Therefore, the sample statistics need 
to be reliable and represent the population parameters as close as possible within a narrow 
margin of error. For factor analysis, the minimum sample size should be at least five times 
as many observations as the number of variables to be analyzed (Hair et al., 2010). Since 
there are 36 variables to be analyzed in this study, at least 180 usable questionnaires were 
required. 
 
For regression analysis, Garson (2006b) recommends that the sample size should be at 
least equal to the number of independent variables plus 104 for testing regression 
coefficients, and at least 8 times the number of independent variables plus 50 for testing 
the R-square respectively. Therefore, the 8 independent variables in this study require at 
least 114 completed questionnaires in order to test the regression coefficients and the R-
square. However, the actual number of independent variables can only be derived from the 
factor analysis (Hair et al., 2010). 
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Moreover, Crouch (1984, p.142) recommends that “minimum sample size for quantitative 
consumer surveys are of the order of 300 to 500 respondents”. Thus, this study required at 
least 300 usable questionnaires. 
 
4.4 Questionnaire Development 
 
Due to the lack of published research in China regarding online shopping adoption, it was 
necessary to collect primary data to test the hypotheses and answer the three research 
objectives of the study. The design of the questionnaire was based on a thorough review of 
the extensive literature and feedback from focus groups. The review of the literature and 
the focus group discussions helped to identify the factors that affect customers’ decisions 
to shop online.  
 
4.4.1 Focus Groups 
 
Although the literature review in Chapter Two identified potential factors that can affect 
consumers’ choices for online shopping adoption, focus group interviews were used to 
discover new constructs. One focus group research objective is to disclose consumers’ 
hidden needs, wants, attitudes, feelings, behaviors, perceptions, and motives regarding 
services and products (Lukas, Hair, Bush & Ortinau, 2004). Lukas et al. (2004) also 
suggest that focus group interviews play an important role in the process of identifying 
new marketing constructs and creating reliable and valid construct measurement scales. 
 
Zikmund and Babin (2010, p141) recommend that that  “the ideal size of the focus group 
is six to ten people”. Following Zikmund and Babin’s (2010) recommendation, two mini 
52 
 
focus group interviews (one focus group interview consisting of 6 consumers who had 
online shopping experience; and another focus group interview consisting of 6 consumers 
who did not have online shopping experience) were conducted using Chinese students and 
Chinese immigrants who live in New Zealand as participants. 
 
The participants who had online shopping experience were asked to identify the factors 
that have impacted their decision to use the Internet as a shopping medium. The 
participants were encouraged to identify all possible decision factors and provide 
comments on any factors mentioned by other participants. In addition, the participants 
were asked to identify the factors they considered to be the most important to them when 
choosing to shop online. The participants with no online shopping experience were asked 
to identify the factors that stopped them from shopping online. The whole focus group 
interview process was recorded and transcribed. 
 
In addition to the factors derived from the literature review, the focus group discussion 
revealed one additional factor, consumer resources. Therefore, there were nine decision 
factors derived from the literature review and the focus group discussions.  
 
4.4.2 Questionnaire Format 
 
The survey questionnaire was developed based on the constructs identified in the literature 
review and the feedback gathered from the focus group interviews. The questionnaire 
consists of four sections (see Appendix 2). Section One was designed to identify which 
group the customers belong to: online shoppers or non-online shoppers. Section Two and 
Three contain questions that were based on the factors derived from the literature review 
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and the two focus group interviews in order to evaluate respondents’ online shopping 
choices. Opposite wording was used in Section Three as this section was used to survey 
consumers who did not use the Internet as a shopping medium. In addition, some 
questions were randomly placed in Section Two and Three in order to reduce any 
systematic bias in the responses (Sekaran, 2003). The last section of the questionnaire 
contained questions relating to respondents’ social demographic characteristics. The 
questionnaire was examined by two marketing experts and two online retailers to ensure 
face validity. In addition, the original questionnaire was translated into Chinese using the 
tri-language translation (English to Chinese and Chinese to English). The translated 
version was pre-tested by a Chinese marketing professor to ensure that the Chinese 
version expressed the same meaning as the English version, and the translated version did 
not affect the understanding of the questionnaire. 
 
Multiple measures, including nominal scales, Likert scales, and interval scales were 
employed in the questionnaire. In Section Two and Three, the statements were measured 
using a Seven-point Likert scale ranging from Strongly Agree (1) to Strongly Disagree (7). 
The seven-point Likert scale was used because the scale is the optimum size compared to 
five and ten point scales (Schall, 2003). Furthermore, Nunnally (1978) suggests that a 
seven-point scale can increase the variation and reliability of the responses. 
 
4.4.3 Pre-testing Procedures 
 
Before the survey questionnaire was administered to the respondents, a pre-test of the 
questionnaire was conducted. The pre-test was conducted on a random sample of 40 
Chinese consumers who were aged 18 years or over outside of a shopping mall in Beijing. 
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As the questionnaire was designed specifically for this research, a pre-test can help to 
clarify the questions and statements and to assess the reliability and validity of the 
questionnaire (Cooper & Schindler, 2006). The respondents were encouraged to make 
comments on any questions or statements that they thought were ambiguous or unclear. 
Some minor wording modifications to the questionnaire were made as a result of this 
process. A final version of the questionnaire is presented in Appendix 2. 
 
4.5 Data Analysis Technique 
 
Exploratory factor analysis was used to identify the factors that influence consumers’ 
decisions to adopt online shopping, which in turn, satisfied the first research objective. 
Subsequently, a logit regression analysis was used to identify the significant factors that 
influence consumers’ decisions to shop online. Sensitivity analysis was used to satisfy 
Research Objective Two. The marginal effect method was used to rank the factors that 
impact on consumers’ choices of online shopping versus non-online shopping, from the 
most important to least important. Lastly, T-tests and ANOVA were used to satisfy the 
third research objective. 
 
4.5.1 Factor Analysis 
 
Factor analysis is a technique of statistically identifying a reduced number of factors from 
a larger number of observed variables. Hair et al. (2010) note that factor analysis is an 
interdependent technique, in which all variables are simultaneously considered. Stewart 
(1981) summaries three functions of factor analysis: (1) minimizing the number of 
variables while the amount of information in the analysis is maximized; (2) searching 
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qualitative and quantitative data distinctions when the data is too large; and (3) testing 
hypotheses about the number of distinctions or factors underlying a set of data. 
In the following sections, the types of factor analysis and its assumptions are discussed.  
The correlation matrix, factor rotation and interpretation of factor results are also 
discussed.  
 
4.5.1.1 Modes of Factor Analysis 
 
Stewart (1981) identified numerous modes for factor analysis (see Table 4.1) which offer 
information about the dimensional structure of the data. The selection of the suitable mode 
is dependent on the objective of the study (Hair et al., 2010). The first objective of this 
study is to identify the factors that influence consumers’ decisions to adopt online 
shopping collected from a number of individual items. Thus, R factor analysis is the most 
appropriate mode to use in this study in order to identify latent dimensions (Hair et al., 
2010). 
 
Table 4.1 Modes of Factor Analysis (Stewart, 1981) 
Technique 
Factors are 
loaded by 
Indices of association 
are computed across Data are collected on 
R Variables Persons One occasion 
Q Persons Variables One occasion 
S Persons Occasions One variable 
T Occasions Persions One variable 
P Variables Occasions One person 
O Occasions Variables One person 
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4.5.1.2 Types of Factor Analysis 
 
Factor analysis can be divided into two types: exploratory factor analysis (EFA) and 
confirmatory factor analysis (CFA) (Zikmund & Babin, 2010, pp. 145). EFA is performed 
when the underlying dimensions of a data set are uncertain, while CFA is performed when 
the researcher has strong theoretical expectations about the factor structure before 
performing the analysis (Hair et al., 2010). The underlying structure for this exploratory 
research is uncertain. Therefore, EFA was adopted for this research. 
 
EFA can gain factor solutions through two basic models: common factor analysis and 
component factor analysis (Garson, 2010a; Hair et al., 2010). Hair et al. (2010) suggests 
that the selection of the appropriate model is based on two criteria: the objectives of the 
factor analysis and the amount of prior knowledge about the variance in the variables.  
 
Common factor analysis is appropriate when the objective is to identify the latent 
dimensions or constructs represented in the original variables, and the researcher has little 
knowledge regarding either specific or error variances (Hair et al., 2010). Common factor 
analysis is also called principal factor analysis that is used in confirmatory research. In 
contrast, component factor analysis is also called principal component analysis, which is 
used in exploratory research, when the research purpose is data reduction or exploration 
(Garson, 2010a). Moreover, Hair et al. (2010) claim that component factor analysis is 
appropriate when prior knowledge suggests that specific and error variance represents a 
relatively small proportion of the total variance. Therefore, component factor analysis was 
considered more appropriate for the data analysis in this study. 
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4.5.1.3 Statistical Assumptions for Factor Analysis 
 
There are several critical conceptual and statistical assumptions identified by Hair et al. 
(2010) for factor analysis. These assumptions are: 
 
No Selection Bias/Proper Specification 
Any exclusion of relevant variables and the inclusion of irrelevant variables in the 
correlation matrix being factored can affect the factors, which are uncovered (Garson, 
2010a). Thus, researchers must ensure that the observed patterns are conceptually valid 
and appropriate in using factor analysis (Hair et al., 2010).  
 
Linearity 
Factor analysis is a linear procedure. The smaller the sample size, the more important it is 
to screen the data for linearity (Garson, 2010a). Therefore, careful examination of any 
departures from linearity is necessary (Hair et al., 2010).  
 
Normality 
Hair et al. (2010) indicate that normality is the most essential assumption in multivariate 
analysis. This assumption measures whether differences between the obtained and the 
predicted dependent variable scores are normally distributed (Stewart, 1981). If the 
variation from the normal distribution is sufficiently large, all statistical tests are invalid 
(Hair et al., 2010). 
 
Homoscedasticity 
Homoscedasticity is assumed when factors are linear functions of the measured variables 
(Garson, 2010a). Factor analysis assumes homoscedasticity to the extent that observed 
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correlations are diminished (Hair et al., 2010). However, homoscedasticity is not 
considered a critical assumption of factor analysis (Garson, 2010a). 
 
Adequate Sample Size 
The minimum sample size for factor analysis should be at least 100 or larger (Hair et al., 
2010). The highest cases-per-variable ratio should always be obtained in order to 
minimize the chances of over fitting the data (Garson, 2010a; Hair et al., 2010). 
 
4.5.1.4 Test for Determining Appropriateness of Factor Analysis 
 
Hair et al. (2010) suggest that there are several methods to determine whether factor 
analysis is appropriate to be applied to a set of data. These are: 
 
Examination of the Correlation Matrix: It is a sample method to determine the 
appropriateness of factor analysis. The researcher should look for corrections which are 
greater than 0.3 (Hair et al., 2010). If several values in the correlation matrix are greater 
than 0.3, it indicates that using factor analysis is appropriate (Hair et al., 2010). 
 
Inspection of the Anti-Image Correlation Matrix: An anti-image correlation matrix 
represents the negative value of the partial correlations (Hair et al., 2010). Only variables 
with sampling adequacy greater than the minimum acceptable significant level of 0.5 
should be included in the analysis (Coakes, Steed, & Price, 2001). According to Stewart 
(1981), if the anti-image matrix has many non-zero off-diagonal entries, the correlation 
matrix is not suitable for factoring. 
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Bartlett’s Test of Sphericity: Bartlett’s test of sphericity is another statistical test for the 
presence of correlations among the variable. The test offers the statistical probability that 
the correlation matrix has significant correlations among the variables (Garson, 2010a; 
Hair et al., 2010).  
 
Kaiser-Meryer-Olkin Measure of Sampling Adequacy (MSA): This measure is to quantify 
the degree of intercorrelation among the variables and the appropriateness of factor 
analysis (Hair et al., 2010). The index ranges from 0 to 1, when a variable is perfectly 
predicted without error by the other variables, it indicates 1 is reached (Hair et al., 2010). 
Kaiser and Rice (1974) offer the following calibration of MSA: .90+ (marvelous); .80+ 
(meritorious); .70+ (middling); .60+ (mediocre); .50+ (miserable); and below .50 
(unacceptable).  
 
4.5.1.5 Factor Extraction in Principle Components Analysis 
 
When a larger set of variables is factored, factor extraction procedures should be started 
by extracting the combinations of variables that explain the greatest amount of variance 
Hair et al. (2010). Stewart (1981) recommends two common criteria that can be used to 
determine the number of factors to extract and when to cease extracting: latent root 
criterion and scree test criterion. 
 
Latent Root Criterion 
 
Latent root criterion is a common used technique applied to either components analysis or 
common factor analysis (Hair et al., 2010). Only the factors with latent roots or 
eigenvalues greater than 1 are retained (Aaker, Kumar, Day & Lawley, 2005). All factors 
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with latent root less than 1 are considered insignificant and should be disregarded (Hair et 
al., 2010). Moreover, Hair et al. (2010) note that this method is most reliable if the number 
of variables is between 20 and 50. 
 
Scree Test Criterion 
 
The scree test criterion can be obtained by plotting the latent roots against the number of 
factors in order of their extraction, and the shape of the plot is used to determine the 
number of factors (Hair et al., 2010). The procedure is explained by Stewart (1981, pp.58) 
as follows: 
“A straight edge is laid across the bottom portion of the roots to see where they form an 
approximate straight line. The point where the factors curve above the straight line gives 
the number of factors, the last factor being the one whose eigenvalue immediately 
precedes the straight line.” 
 
4.5.1.6 Factor Rotation 
 
Factor rotation is a mathematical way of simplifying factor results (Garson, 2010b). The 
purpose for the factor rotation strategies is to derive a clear pattern of loadings (Garson, 
2010a). Each time the factors are rotated, the interpretation of the factors changes while 
the pattern of loadings changes (Aaker et al., 2005). The loadings show the degree of 
correspondence between the variable and the factor. The higher loadings show the higher 
degree the variable represents the factor (Hair et al., 2010). Orthogonal and Oblique factor 
rotations are two common methods used in factor rotation. 
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Orthogonal Factor Rotation 
 
Hair et al. (2010) indicate that orthogonal rotation is the simplest case of rotation in which 
the axes are maintained at 90 degrees. In a factor matrix, each factor is independent of all 
other factors. The correlation between factors is determined to reach zero (Hair et al., 
2010). There are three major orthogonal rotation methods: VARIMAX, QUARMAX, and 
EQUIMAX. 
 
VARIMAX is most commonly used for orthogonal rotation (Hair et al., 2010). The 
purpose of VARIMAX rotation is to maximize the variance of factor loading by making 
high loadings higher and low loadings lower for each factor (Hair et al., 2010). Garson 
(2006a) notes that the VARIMAX rotation has the capability to differentiate the original 
variables by extracted factor. When the variable-factor is close to +1 or -1, it can be 
interpreted as a clear positive or negative association (Hair et al., 2010). Moreover, the 
authors note that VARIMAX shows a lack of association when the correlation is close to 
zero. The VARIMAX rotation was used in this study. 
 
QUARTIMAX is an orthogonal alternative that minimizes the number of factors required 
to explain each variable (Garson, 2010a). QUARTIMAX primarily focuses on simplify 
the rows of a factor matrix, and this type of rotation often generates a general factor on 
which most variables are loaded to a high or medium degree (Garson, 2010a). Hair et al. 
(2010) note that the QUARTIMAX method is considered less effective than the 
VARIMAX method. 
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The EQUIMAX method is a compromise between the VARIMAX and QUARTIMAX 
criteria (Garson, 2010a). Rather than concentrating on simplification of the rows, or on 
simplification of the columns, EQUIMAX tries to accomplish some of each (Hair et al., 
2010).  
 
Oblique Factor Rotation 
 
An oblique rotation allows the factors to be correlated, and so a factor correlation matrix is 
generated when an oblique is requested (Garson, 2010). Stewart (1981) points out that an 
oblique rotation play a significant role in the development of consumer behaviour theories. 
OBLIMIN and PROMAX are two common methods in an oblique factor rotation. 
 
OBLIMIN is a standard method when researchers are seeking a non-orthogonal solution. 
This type of solution will result in higher eigenvalues but diminished interpretability of the 
factors (Garson, 2010). PROMAX is usually used for very large datasets as it is an 
alternative oblique rotation method which is computationally faster than an OBLIMIN 
rotation (Garson, 2010).  
 
Correlated factors and hierarchical factor solutions are noted to be intuitively attractive 
and theoretically justified in many marketing applications (Stewart, 1981). Stewart (1981) 
recommends that both an oblique rotation and an orthogonal rotation can be performed, 
particularly in exploratory research. Realistically, very few factors are uncorrelated (Hair 
et al., 2010). Hence, both the VARIMAX orthogonal rotation and OBLIMIN oblique 
rotation were used in this study. 
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4.5.2.7 Interpretation of Factors 
 
Hair et al. (2010) claim that a decision must be made regarding which factor loadings are 
worth considering when factors are interpreted. The factor loadings are the correlation 
coefficients between the variables and factors (Garson, 2010a). The significance of factor 
loadings can be determined by sample size (see Table 4.2). 
 
Table 4.2: Guidelines for Identifying Significant Factor Loadings (Hair et al., 2010, p117) 
Factor Loading Sample Size Needed for Significance* 
0.30 350 
0.35 250 
0.40 200 
0.45 150 
0.50 120 
0.55 100 
0.60 85 
0.65 70 
0.70 60 
0.75 50 
*Significance is based on a .05 significance level (), a power level of 80 percent, and standard errors 
assumed to be twice those of conventional correlation coefficients. 
 
Garson (2010) notes that factor loadings must be interpreted in the light of theory, not by 
arbitrary cutoff levels. The larger the absolute size of the factor loadings, the more 
important the loading in interpreting the factor matrix (Hair et al., 2010). Hair et al. (2010, 
p118) concludes that there are three criteria for identifying the significance of factor 
loadings:  
 Although Factor loadings of ± 0.30 to ± 0.40 are minimally acceptable, values 
greater than ± 0.50 are generally considered necessary for practical significance. 
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 To be considered significant: 
– A smaller loading is needed given either a larger sample size or a larger number 
of variables being analyzed. 
– A larger loading is needed given a factor solution with a larger number of  
factors, especially in evaluating the loadings on later factors. 
 Statistical tests of significance for factor loadings are generally conservative and 
should be considered only as starting points needed for including a variable for 
further consideration. 
 
The interpretation of the meaning of each factor is simplified considerably when each 
variable has only one loading on one factor that is considered significant (Hair et al., 
2010). By examining all the underlined variables for a particular factor, the researchers 
need to give a name or label for a factor, based on the underlying variables for each factor 
(Hair et al., 2010). 
 
4.5.2 Summated Scale 
 
Hair et al. (2010) suggest using summated scale technique to minimize the measurement 
error from the reliance on a single response. A summated scale is used as a replacement 
variable. This technique is formed by combining all the variables loading highly on a 
factor and summing or averaging them to create a new variable (Hair et al., 2010). In 
addition, the content validity, dimensionality and reliability of the measure must be 
evaluated before the creation of a summated scale (Hair et al., 2010). 
 
4.5.2.1 Content Validity 
 
Content validity, which is also known as face validity, is used to assess the 
correspondence between individual items and the concept (Hair et al., 2010). Sekaran 
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(2003) suggests that content validity is used to ensure that the measure includes an 
adequate and representative set of items that can value the concept. 
 
4.5.2.2 Dimensionality 
 
Dimensionality refers to either unidimensional or multidimensional measurement scales 
(Cooper & Schindler, 2006). The assumption and essential requirement for creating a 
summated scale is that the items are unidimensional, meaning that they are strongly 
associated with each other and represent a single concept (Hair et al., 2010). If a 
summated scale consists of items load highly on a single factor, it is considered as 
undimensional (Hair et al., 2010). The researchers can assess undimensionality with either 
exploratory factor analysis or confirmatory factor analysis (Hair et al., 2010). 
 
4.5.2.3 Reliability 
 
Hair et al. (2010) maintain that reliability can be used to assess the degree of consistency 
between multiple measurements of variables. The objective of a reliability test is to assess 
the stability of measurement over time by repeating the measurement with the same 
instrument and the same respondents (Aaker et al., 2005). Cronbach’s alpha is considered 
the most popular measurement to test scale reliability (Churchill, 1979). Churchill (1979) 
also notes that for a newly developed questionnaire, Cronbach’s alpha should be greater 
than 0.60. Thus, 0.60 was applied in this study as the minimum value to test the reliability 
of the measures.   
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4.5.3 Logistic Regression Analysis  
 
Logistic regression analysis is the most popular technique available for modeling 
dichotomous dependent variables (Garson, 2010b). This technique was proposed as an 
alternative in the late 1960s and 1970s (Zikumnd & Babin, 2010), and it became routinely 
available in statistical packages in the early 1980s (Kleinbaum, Kupper, Muller, & Nizam, 
1998). Garson (2010b) lists four functions for logistic regression: 
1. To predict a dependent variable on the basis of continuous and /or categorical 
independents and to determine the effect size of the independent variables on the 
dependent variable; 
2. To rank the relative importance of independents; 
3. To assess interaction effects; 
4. To understand the impact of covariate control variables. 
 
Peng et al. (2002) indicate that logistic regression is a commonly used technique for 
describing and testing hypotheses about relationships between a categorical outcome 
variable and one or more categorical or continuous predictor variable. The literature on 
using logistic regression analysis for online shopping behavior is sparse. However, there is 
an increasing trend in using logistic regression analysis in economic and behavioral 
research because of the existence of many discrete variables (Peng et al., 2002). For 
example, Cabrera (1994) advises that the logistic regression is not only applicable to 
college enrollment, but also to behaviors such as college persistence, transfer decisions, 
and degree attainment.  
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By using logistic regression, Oshagbemi and Hickson (2003) study aspects of overall job 
satisfaction in the UK. Their findings indicate that there is a strong positive relationship 
between pay satisfaction and gender, indicating that women academics are more satisfied 
than the men counterparts. Michal and Tomasz Piotr (2009) rely on binomial logistic 
regression to investigate factors including: perceived security, internet experience, 
marketing exposure, use of other banking products, type of internet connection used, and 
demographic characteristics underlying the decision to adopt online banking in Poland. 
Moreover, Clemes, Gan and Zhang (2010) use a logit analysis to analyze the factors that 
contribute to bank switching in China. The findings of the authors’ study suggest that 
price, reputation, service quality, effective advertising, involuntary switching, distance, 
and switching costs are important factors that have an impact on the Chinese customers’ 
bank switching behaviour. 
 
Peng et al. (2002, p9) concludes that “in presenting the assessment of logistic regression 
results, researchers should include sufficient information to address the following: (1) an 
overall evaluation of the logistic model; (2) statistical tests of individual predictors; (3) 
goodness-of-fit statistics; and (4) an assessment of the predicated probabilities”. Maddala 
(2001) suggests that logistic regression assumes the existence of an underlying latent 
variable for which a dichotomous realization is observed.  In this study, logistic regression 
is used to establish associations between the dichotomous dependent variables (consumers 
adopt/not adopt online shopping) and independent variables identified from the review of 
the literature and focus group discussions.  
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In any regression analysis, the key quantity is the mean value of the dependent variable, 
given the values of the independent variable: 
 0 1
E (Y|x)= x 
 (4.1) 
Where Y indicates the dependent variable, x indicates value of the independent variables, 
and the 1

 values denote the model parameters. The estimated quantity is called the 
conditional mean or the expected value of Y given the value of x. Many distribution 
functions have been proposed for use in the analysis of a dichotomous dependent variable 
(Hosmer & Lemeshow, 1989). The distribution function used in the logistic regression 
model is:  
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Where, to simplify the notation, π(x)=E(Y|x). The transformation of the π(x) logistic 
function is known as the logit transformation:  
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Hosmer and Lemeshow (1989) conclude the main features of a regression analysis when 
the dependent variable is dichotomous are: 
1. The conditional mean of the regression equation must be formulated to be bounded 
between 0 and 1 
2. The binomial, not the normal, distribution upon which the analysis is based; 
3. The principles that guide an analysis using linear regression will also apply for 
logistic analysis. 
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If Y is coded as 0 or 1 (binary variable), the expression π(x) given in equation (4.2) 
provides the conditional probability that Y is equal to 1, given x, denoted as P(Y=1|x). It 
follows that the quantity 1- π(x) offers conditional probability that Y is equal to 0, given x, 
P(Y=0|x). For those pairs 
i, i(x y ) where iy = 0, the contribution to the likelihood function 
is 1-π ( ix ), where the quantity π ( ix ) denotes the values of π(x) computed at ix   (Hosmer 
and Lemeshow, 1989). A convenient way to state the contribution to the likelihood 
function for the pair 
i, i(x y ) is: 
 
 
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( ) ( ) 1 ( )
ii
yy
i i ix x x  

 
 (4.4) 
Since i
x
values are assumed to be independent, the product for the terms given in  
equation (4.4) yields the likelihood function: 
 
( ) ( )iI x   (4.5) 
The log of  equation. (4.5) gives the following log likelihood expression: 
 
 
( ) In[ ( )] { In[π( )] (1 )In[1 π( )]}i i i iL I y x y x       (4.6) 
Maximizing  equation (4.6) with respect to β and setting the resulting expressions equal to 
0 will produce the following values of β. 
 
[ ( )] 0i iy x    (4.7) 
 
[ ( )] 0i i ix y x    (4.8) 
These expressions are called likelihood equations. An interesting consequence of equation  
(4.7) is: 
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( )i iy x   
That is, the sum of the observed values of y is equal to the sum of the expected values. 
After estimating the coefficients, the significance of the variables in the model is assessed. 
That is, the observed values obtained from model with and without the variables in the 
equation. In logistic regression the comparison is based on the log likelihood function 
defined in equation (4.6). The likelihood ratio is given as follows: 
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 (4.9) 
Where  i iπ =π(x ) . 
 
The dependent variable in this study, adoption of online shopping, is dichotomous. 
Therefore, the  logit model is: 
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And thus 
 
( )
1
P(non-online shopping)=1- (x)=
1 g xe

  (4.11) 
where g(x) represents the independent variables:  website factors, perceived risks, service 
quality, convenience, price, product variety, subjective norm, consumer resources, product 
guarantee, and demographic characteristics (Clemes, Gan & Zheng, 2007). 
 
Due to the fact that the online shopping adoption status is a binary variable, the logit 
model is used in this research. The model is estimated by the maximum likelihood method 
used in LIMDEP version 7.0 software. 
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Consumers’ adoption of online shopping is hypothesized to be affected by the following 
factors and can be implicitly written under the general form: 
ESHOPPING=
f(WS, PR, SQ, CV, PI, PV, SN, CR, PG, AGE, GEN, MAR, EDU, OCC, INC, e)  (4.12) 
The discrete dependent variable, ESHOPPING, measures whether an individual used 
internet as a shopping media. The dependent variable is based on the question asked in the 
mall intercept survey: “Have you shopped online before?”  
ESHOPPING       =  1 if the respondent is an online shopper; 0 otherwise 
WS(+)                  =             Website Factors 
PR  (-)                  =                 Perceived Risk 
SQ  (-)                  =             Service Quality 
CV (+)                  =  Convenience 
PI   (+)                  =                 Price  
PV (+)                  =                  Product Variety 
SN (+/-)                =                 Subjective Norms  
CR (+)                  =                 Consumer Resources 
PG (+)                  =              Product Guarantee 
 
Demographic Characteristics: 
 
GEN (+/-) = Gender; 1 if respondent is a male; 0 otherwise 
 
AGE (+/-) = Dummy variables for age group  
                Age group 1; 1 if respondent age is between 18 to 35 years old; 0 otherwise 
                Age group 2; 1 if respondent age is between 36 to 55 years old; 0 otherwise 
                Age group 3; 1 if respondent age is above 56 years old; 0 otherwise 
 
MAR (+/-) = Dummy variables for marital status 
                Marital status 1; 1 if respondent is single/never married or de facto; 0 otherwise 
                 Marital status 2; 1 if respondent is married; 0 otherwise 
                 Marital status 3; 1 if respondent is divorced/separated; 0 otherwise  
 
EDU (+/-) = Dummy variables for educational qualifications 
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                 Educational qualification 1; 1 if respondent completed low-level education (up           
to high school level); 0 otherwise 
                 Educational qualification 2; 1 if respondent completed middle-level education   
(diploma/certification); 0 otherwise 
                 Educational qualification 3; 1 if respondent completed high-level education 
(bachelor degree or master degree or PHD and above); 0 otherwise 
 
OCC (+/-) = Dummy variable for occupational status 
                 Occupational status 1; 1 if respondent is a professional; 0 otherwise 
      Occupational status 2; 1 if respondent is a manager or company employee or     
sales/service; 0 otherwise 
                 Occupational status 3; 1 if respondent is a civil servant; 0 otherwise 
                 Occupational status 4; 1 if respondent is self-employee; 0 otherwise 
                 Occupational status 5; 1 if respondent is a laborer or farmer; 0 otherwise 
               Occupational status 6; 1 if respondent is a student; 0 otherwise 
               Occupational status 7; 1 if respondent is unemployed, home maker, retired or  
others; 0 otherwise 
 
INC (+/-) = Dummy variables for annual income levels 
                   Income level 1; 1 if respondent annual income level is 500RMB - 1500RMB;   
0 otherwise 
                   Income level 2; 1 if respondent annual income level is 1501RMB - 3000RMB;     
0 otherwise 
Income level 3; 1 if respondent annual income level is above 3001RMB or 
others; 0 otherwise 
 
ε =               Error term  
 
4.5.4 Sensitivity analysis 
 
To address Research Objective Two, sensitivity analysis is used in this study. The Logit 
model can be estimated by using Maximum Likelihood Estimates (MLE), which assumes 
large sample properties of consistency, efficiency, normality of parameter estimates, and 
validity of the t-test significance (Greene, 1993; Studenmund, 2001). Given these 
properties, the logit model avoids the major problem associated with Ordinary Least 
Square (OLS) estimation of the standard linear probability model (Judge, Hill, Griffiths, 
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Lutkepohl, and Lee, 1982; Hair, Anderson, Tatham, and Black, 1998). The MLE 
coefficient estimates from the logit analysis have no direct interpretation with respect to 
the probabilities of the dependent variable (Y=1) other than indicating a direction of 
influence of probability (Hair, et al., 2010; Judge et al., 1982).  
 
Maddala (2001) and Liao (1994) suggest that the magnitude of the marginal effect can be 
indicated by calculating the changes in probabilities. This represents the partial derivatives 
of the non-linear probability function evaluation at each variable’s sample mean (Liao, 
1994; Pindyck & Rubinfeld, 1991). The marginal effect also determines the marginal 
change in the dependent variable, given a unit change in a selected independent variable, 
holding other variables constant (Liao, 1994). Therefore, in order to identify the most 
important variables that influence consumers’ decisions on whether to shop online, the 
marginal effect for each of the estimated coefficients in the empirical model was 
calculated. 
 
4.5.5 Additional statistic analysis 
 
One way ANOVA (Analysis of Variance) and the T-test are two most common univariate 
procedures for assessing group means. A T-test is used to compare a dependent variable 
between two groups (Hair et al., 2010). When the mean of more than two groups or 
populations are to be compared, ANOVA is the appropriate statistical tool (Zimuk & 
Babin, 2010). 
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4.5.5.1  Analysis of Variance (ANOVA) 
 
Analysis of variance (ANOVA) is a statistical test to determine whether samples from two 
or more groups originate from populations with equal means (Hair et al., 2010). In this 
study, ANOVA is used to test the demographic hypothesis for customers’ perceptual 
differences of online shopping behavior (for example age, marital state, education, and 
income). The univariate ANOVA can be applied when two independent estimates of the 
variance for the dependent variable are compared. One reflects the general variability of 
the respondents within the group ( MSB ); and the other represents the different groups’ 
attributes to the treatment effects ( MSW ) (Hair et al., 2010): 
1. MSW  : Mean square within groups 
2. MSB  : Mean square between groups      (4.13)  
 
Given that the null hypothesis of no group differences is not rejected, MSW and MSB
represent the independent estimates of the population variance. Therefore, the ratio of 
MSB  to MSW measures of how much variance is attributable to different treatments versus 
the variance expected from random sampling, and is calculated as follows (Hair et al., 
2010): 
B
W
MS
F statistic=
MS
         (4.14) 
 
 
The F-tests of one-way ANOVA evaluate the null hypothesis of equal means between 
groups. Nevertheless, the results of the F-tests can not indicate where the significant 
difference lie if there are more than two groups. To identify the significant differences 
among groups, Hair et al. (2010) suggest five common post hoc procedures to test each 
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combination of groups to identify the significant differences among groups: the Scheffe 
test, the Turkey’s honestly significant difference (HSD) test, the Turkey’s extension of the 
Fisher least significant (LSD) approach, the Duncan’s multiple-range test, and the 
Newman-Kules test. From the five post hoc test procedures, the most conservative method 
with respect to a Type I error is the Scheffe test (Hair et al., 1998). This study uses the 
Scheffe test to test for significant differences among some demographic characteristics 
that include three or more groups (for example age, marital state, occupation and income.) 
 
4.5.5.2  T-test 
 
For metric data, a t-test can be used if there are one or two samples (Aaker et al., 2005). 
Aakker et al. (2005) proposes three assumptions of a two sample T-test: (1) the samples 
are independent; (2) the characteristics of interest in each population have normal 
distribution; and (3) the two populations have equal variances.  
 
The test of differences between two group means can be conceptualised as the difference 
between the means divided by the variability of random means. Therefore, the t-statistic is 
a ratio of the difference between the two sample means and the standard error. In the case 
of the means for two independent samples, the hypotheses can be written in the following 
form: 
0 1 2
1 1 2
:
:
H
H
 
 


             (4.15)
 
The formula for calculating the t-statistic value is: 
 
1 2
1 2
T statistic=
SE
 
 

            (4.16) 
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where: 1

       = Mean of Group 1 
 2

             = Mean of Group 2 
1 2SE       = Standard error of the difference in group means 
 
 
In this study, the results of t-tests will demonstrate whether or not the mean scores of two 
groups, such as male and female, are significantly different with respect to online 
shopping adoption choice. 
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Chapter 5 Results and Discussion 
5.1 Introduction 
This chapter reports the results and findings of this research. The data set is examined to 
ensure its appropriateness for factor analysis and logistic regression analysis. The results 
of the factor analysis, logistic regression analysis, T-tests, and ANOVA are presented, and 
the sixteen hypotheses are tested. The results are discussed in terms of their relation to 
each of the relevant research objectives. The data was analyzed using SPSS version 17.0 
and LIMDEP version 7.0. 
 
5.2 Sample and Response Rate 
A total of 447 questionnaires were returned from 460 questionnaires distributed using the 
convenience sampling method. Twelve of the questionnaires were incomplete or were 
unsuitable for use in this study. This resulted in a total of 435 usable responses, or a 94.57% 
useable response rate. The usable questionnaires were above the minimum sample size of 
180, discussed in the Chapter Four, Section 4.3. Therefore, the sample size was deemed 
acceptable for the purpose of this study. 
 
5.3 Descriptive Statistics 
The descriptive statistics for the respondents who adopted online shopping and those who 
did not adopt online shopping in Table 5.1 were obtained from the frequency analysis 
using SPSS (version 17.0). From the 435 useable questionnaires, 53.6% (233) of 
respondents were online shoppers, while 46.4% (202) of respondents were non-online 
shoppers. The demographic characteristics are as follows. The sample respondents were 
comprised of 46.9% males and 53.1% females. The dominant age groups were between 
26-35 years (30.1%) and 36-45 years (22.5%), and married people were the highest 
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percentage in the sample (69.7%). The respondents who had a Bachelor Degree or a 
Diploma & Certification made-up the major education group, accounting for 37.0% and 
27.1% of the respondents, respectively. The dominant occupation groups included 
company employee (22.5%) and professional (16.6%). In terms of income level, the 
majority of respondents’ annual income were between CNY 3001 – 6000 (26.7%) and 
CNY 2001-3000 (24.6%). 
 
When differentiating respondents based on online shopping and non-online shopping 
behavior, the characteristics of the 233 respondents who had online shopping experience 
and the 202 respondents who did not have online shopping experience were similar in 
terms of income. However, the gender, age, marital status, education, and occupation 
characteristics for online shoppers and non-online shoppers were different. The non-online 
shoppers were older than online shoppers, with the age groups over 46 years old. The 
single respondents were more likely to choose to shop online than divorced or separated 
respondents (see Table 5.1). The education qualifications of non-online shoppers were 
lower than that of online shoppers. High school (32.2%) was the major education 
qualification in the non-online shoppers group. In contrast, a bachelor degree (53.2%) was 
the major education qualification for the online shoppers group. The majority of 
respondents who shopped online were company employees (30.9%), whereas the majority 
of non-online shopper respondents were laborers (16.8%) and retired (16.3%). 
 
According to the descriptive statistics, the majority of respondents who shopped online 
had Internet experience between 6 and 10 years. Moreover, most of the respondents 
shopped online approximates 1 to 4 times per month. Clothing and shoes were the most 
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popular categories online shoppers choose to buy on the Internet, and books was the third 
most popular category online shoppers preferred to buy via the Internet.  
 
5.4 Assessment for Factor Analysis 
After the data were collected and tabulated, a series of statistical assumptions were tested 
to ensure the appropriateness of the data for factor analysis and logistic regression analysis. 
The data was compromised of two groups of respondents: online shoppers and non-online 
shoppers.  
 
5.4.1 Statistical Assumptions for Factor Analysis 
 
To avoid the observed correlations between variables being diminished, the statistical 
assumptions of normality, homoscedasticity and linearity for factor analysis should be 
examined. When the data matrix has sufficient correlations, the potential influence of 
violations of these assumptions is minimised, and the use of factor analysis is justified 
(Hair et al., 2010). As discussed in Section 4.6.1.3, a series of statistical assumptions to 
test the data matrix include Examination of the Correlation Matrix, Inspection of the Anti-
Image Correlation Matrix, Barlett’s Test of Sphericity, and the Kaiser-Meyer-Olkin 
Measure of Sampling Adequacy.  
 
5.4.1.1 Examination of the Correlation Matrix 
 
The correlation matrix (see Table 5.2) revealed that most of correlations were above .30 as 
suggested by Hair et al. (2010). The correlation matrix demonstrated that the data shared 
common factors and was therefore deemed appropriate for factor analysis. 
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5.4.1.2 Inspection of the Anti-Image Correlation Matrix 
 
The visual inspection of the off-diagonal elements of the anti-image correlation matrix 
(see Table 5.3) illustrates that the majority of these values are close to zero (absolute value 
less than 0.01). This result indicated that the data set was appropriate for factor analysis 
(Hair et al., 2010). 
5.4.1.3 Bartlett’s Test of Sphericity 
 
Bartlett’s Test of Sphericity was performed in order to assess whether the correlation 
matrix came from a population of variables that were independent. The test value (see 
Table 5.4) was high (6141.680) and the level of significance was low (0.000). Thus, the 
null hypothesis was rejected, indicating that the data was appropriate for factor analysis 
(Stewart, 1981). 
 
5.4.1.4 The Kaiser-Meyer-Olkin Measure of Sampling Adequacy 
 
The Kaiser-Meyer-Olkin Index ranges from 0 to 1.0, reaching 1.0 when each variable is 
perfectly predicted without error by the other variables (Hair et al., 2010). In this study, 
the test result (see Table 5.4) was 0.846. According to Kaiser and Rice (1974), the value is 
“meritorious”, which implies that the variables belong together and are appropriate for 
factor analysis. 
 
5.4.2 Factor Analysis Results 
 
The results of statistical assumption tests revealed that the data set was appropriate for 
factor analysis. Thus, principal component factor analysis was conducted on all of the 
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items that were identified from the literature review, as well as those perceived by the 
focus group participants. The results are summarized in the following sections. 
 
5.4.2.1 The Latent Roots Criterion 
 
The results of the latent root criterion (see Table 5.5) demonstrated that the 36 variables 
submitted for factor analysis should be extracted to form nine dimensions. These nine 
dimensions explained 61.41% of the variation in the data. 
 
5.4.2.2 The Scree Test 
 
Figure 5.1 illustrates that by laying a straight edge across the bottom portion of the roots, 
there are 9 factors before the curve becomes approximately a straight line. This indicates 
that the extraction of nine factors is appropriate for this analysis.  
5.4.2.3 Rotation Results 
 
The selection of the final factors involved interpreting the computed factor matrix (Hair et 
al., 2010). An orthogonal rotation (VARIMAX) and an oblique rotation (OBLIMIN) are 
normally used to explain the computed factor matrix. In this study, both the VARIMAX 
and OBLIMIN displayed a similar structure of factor loadings. However, the VARIMAX 
rotation produced a clearer structure in terms of content validity of the factors. Therefore, 
the final factor structure was based on the factor loadings from the VARIMAX rotation. 
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Figure 5.1 
 
 
5.4.2.4 Factor Interpretation 
 
Hair et al. (2010) suggest that a sample size of 350 and factor loadings greater than ±0.30 
should be considered as significant. However, Hair et al. (2010) also maintain that values 
greater than ±0.05 are generally necessary for practical significance. Therefore, ±0.05 was 
used as a cut-off point as factor loadings of ±0.05 produced a clearer structure and helped 
increase the robustness of the factor rotation. In this study, the results (see Table 5.6 and 
5.7) showed that all of the factors had significant loadings above ±0.05 using the varimax 
method. Nevertheless, two variables (B14 and B22) were excluded from the factor 
structure as B14 and B22 did not load on any of nine identified factors. Consequently, 
nine factors were subsequently named in accordance with the construct that they 
represented. The nine factors are: (1) risk, (2) consumer resources, (3) website factors, (4) 
price, (5) service quality, (6) convenience, (7) subjective norms, (8) product guarantee, (9) 
product variety.  
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5.4.3 Assessment of Summated Scales 
 
The content validity, dimensionality, and reliability of the scales were assessed before 
summation of the items. 
 
5.4.3.1 Content Validity 
 
Content validity is used to ensure that the measure includes an adequate and representative 
set of items that can evaluate the concept (Sekaran, 2003). All variables (items) were 
inspected by the researcher and two marketing experts to ensure that they were an 
adequate and a thorough representation of the construct under investigation. When the 
VARIMAX technique was applied, most of the items loaded on the eight dimensions that 
were originally proposed in the research model. The only exceptions were that three items 
(B11, B12, and B13) loaded on an additional factor that was derived from the rotation, 
product guarantee. The researcher therefore concluded that the items exhibited adequate 
content validity.  
 
5.4.3.2 Dimensionality 
 
None of the variables cross loaded on any other factors (see Table 5.6). 
 
5.4.3.3 Reliability 
 
The remaining 34 items were subjected to reliability tests. The items used to measure each 
factor were tested for reliability by using a Cronbach’s Alpha value of 0.6 as the cut-off 
point for exploratory research as suggested by Churchill (1979). In this study, all of the 
factors have a Cronbach’s Alpha value greater than 0.60. The result of the reliability tests 
for the construct measures are shown in Table 5.8. 
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5.4.4 Statistical Assumptions for Logistic Regression Models 
 
A series of statistical tests were conducted to ensure that the data met the assumptions of 
logistic regression analysis.  
5.4.4.1 Outliers 
Hair et al. (2010) define outliers as the observations that are substantially different from 
the other observations. The outliers were identified and removed from the analysis to 
reduce the effects of their influence on the regression analysis.  
 
5.4.4.2 Muticollinearity 
 
The Person Correlation Matrix was used to examine the correlations between the 
independent variables. The result (see Table 5.9) showed that the no correlations exceeded 
0.80. Therefore, no muticollinearity problems existed in the regression models used in this 
research (Hair et al., 2010). 
 
5.4.4.3 Data Level 
 
As postulated by Garson (2010b), the dependent variable (adopt or non-adopt) was 
dichotomous for the binary logistic regression. All demographic items which were 
categorical characteristics were coded as dummy variables in the analysis.   
 
5.5 Results Relating to Research Objective One (Hypotheses 1 to 9) 
Research Objective One is to identify the factors that influence consumers’ decisions to 
adopt online shopping. Logistic regression analysis was used to satisfy Research Objective 
One and test Hypothesis 1 through 9. Table 5.10 shows the logistic regression results. In 
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general, the model fitted the data very well (Chi-Square = 458.73776, P value = 0.0001, 
Degrees of Freedom = 19). The model explains 76.35% (Pseudo R-squared) of the 
variance in the choice of online shopping. The results for the significant factors are 
summarized in the Table 5.11, and the summary results of Hypothesis 1 to Hypothesis 9 
are shown in Table 5.12.  
Table 5.11 Logistic Regression Results for Influencing Factors 
Factors B S.E. Sig. 
Website Factors 0.65348 0.28711 0.0228** 
Risk -2.42825 0.36037 0.0000*** 
Service Quality -1.04375 0.29379 0.0004*** 
Convenience 0.65403 0.28024 0.0196** 
Product Variety 0.77984 0.27822 0.0051*** 
Subjective Norms -0.91370 0.23023 0.0001*** 
Consumer Resources 1.56574 0.31729 0.0000*** 
Gender -1.09820 0.50326 0.0291** 
Young Age 2.07694 0.86270 0.0161** 
Middle Age 1.98792 0.80937 0.0140** 
Single and De Facto 1.78346 0.66026 0.0069*** 
High Education 2.76713 0.77962 0.0004*** 
Professional 1.47172 0.72461 0.0423** 
Manager and Company 
Employee and Sales/service 1.38599 0.57796 0.0165** 
Self-employee 2.25274 0.83432 0.0069*** 
***statistically significant at the 0.01 level of significance 
**statistically significant at the 0.05 level of significance 
 
Table 5.12 Hypotheses 1 to 9 Test Results 
Hypotheses Supported 
Non 
Supported 
H1: There is a positive relationship between well 
designed website factors and online shopping 
adoption. 
   
H2: There is a negative relationship between  
perceived risk and online shopping adoption. 
   
H3: There is a negative relationship between  
poor service quality and online shopping adoption. 
   
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H4: There is a positive relationship between  
convenience and online shopping adoption. 

 
H5: There is a positive relationship between  
low prices charged by online retailers and online 
shopping adoption. 
 

H6: There is a positive relationship between  
product variety and online shopping adoption. 

 
H7: Subjective Norms affect consumers’ decisions 
to adopt online shopping. 

 
H8: There is a positive relationship between  
consumer resources and online shopping adoption. 

 
H9: There is a positive relationship between  
product guarantee and online shopping adoption.  

 
 
The results presented in the Table 5.10 show that the coefficient value for Perceived Risk, 
Consumer Resources, Service Quality, Subjective Norms and Product Variety are 
significant at the 0.01 level of significance. Website Factors and Convenience are 
significant at the 0.05 level of significance. Moreover, Table 5.11 shows that the Website 
Factor positively influences Chinese consumers’ choice of online shopping. Thus, 
Hypothesis 1 is supported. Perceived Risk and Service Quality significantly influence 
Chinese consumers’ choice of online shopping adoption negatively. Therefore, 
Hypotheses 2 and 3 are supported. Similarly, a negative relationship also exists for the 
Subjective Norms factor. Thus, Hypothesis 7 is supported as well. In addition, Table 5.11 
also shows that Convenience, Product Variety, and Consumer Resources have positive 
influences on Chinese consumers’ decisions to adopt online shopping, providing support 
for Hypotheses 4, 6, and 8. 
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However, Table 5.10 shows that there is no significant relationship between Price and 
Product Guarantee and Chinese consumers’ choice of online shopping adoption. Hence, 
Hypotheses 5 and 9 are rejected.  
 
5.6 Results relating to Research Objective Two 
 
Research Objective Two is to determine the most important factors that impact on Chinese 
consumers’ choices of online shopping versus non-online shopping. Marginal effect 
analysis was used to satisfy Research Objective Two (see Table 5.13). Table 5.13 shows 
the ranking of the decision factors and demographic factors that influence Chinese 
consumers’ decisions about online shopping adoption.  
Table 5.13 Marginal Effects of Consumers’ Choice of Online Shopping 
 
Factors Marginal Effect Ranking 
High Education 0.48177 1 
Risk -0.4785 2 
Young Age 0.37924 3 
Middle Age 0.35330 4 
Consumer Resources 0.30825 5 
Single and De Facto 0.28364 6 
Self-employee 0.27198 7 
Manager and Company 
Employee and Sales/service 0.24131 8 
Professional 0.22254 9 
Gender -0.21734 10 
Service Quality -0.20549 11 
Subjective Norms -0.17988 12 
Product Variety 0.15353 13 
Convenience 0.12876 14 
Website Factors 0.12865 15 
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However, the importance of the seven decision factors, which were derived from the 
literature review, factor analysis, and the logistic regression model have been separated 
from the demographic factors, are re-ranked based on the in relative importance within the 
group (see Table 5.13a). 
 
Table 5.13a Marginal Effects of the Decision Factors 
Factors Marginal Effect Ranking 
Perceive Risk -0.4785 1 
Consumer Resources 0.30825 2 
Service Quality -0.20549 3 
Subjective Norms -0.17988 4 
Product Variety 0.15353 5 
Convenience 0.12876 6 
Website Factors 0.12865 7 
 
According to the results of marginal effect analysis in Table 5.13a, Perceive Risk has the 
maximum impact on consumers’ adoption of online shopping. A unit increase in the 
Perceived Risk factor results in an estimated 47.86% fall in the probability of consumers 
choosing online shopping. The second most important decision factor influencing 
consumers to adopt online shopping is Consumer Resources. For example, a unit increase 
in Consumer Resources results in a 30.83% probability of a consumer adopting online 
shopping. The marginal effect results also indicate that the third most important decision 
factor influencing consumers to adopt online shopping is Service Quality. Table 5.13a 
shows that the probability of online shopping adoption decreases by 20.55% if the 
consumers believe that the online retailers provide poor service quality. Similarly, the 
marginal changes in the probability for Subjective Norms indicate that the probability of 
consumers choosing not to shop online decreases by 17.99% if the consumers’ friends or 
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family do not encourage them to make purchases through the Internet. Based on the 
marginal effect results, the last three important decision factors that have an impact on 
consumers’ decisions on whether to shop online are Product Variety (15.35%), 
Convenience (12.88%), and Website Factors (12.87%). The marginal effect results show 
that a unit increase in Product Variety, Convenience, or Website Factors results in a 
15.35%, 12.88%, or 12.87% probability of a consumer adopting online shopping, 
respectively  (see Table 5.13a). 
 
Table 5.13b Marginal Effects of the Demographic Characteristics 
Factors Marginal Effect Ranking 
High Education 0.48177 1 
Young Age 0.37924 2 
Middle Age 0.35330 3 
Single and De Facto 0.28364 4 
Self-Employed 0.27198 5 
Manager and Company 
Employee and Sales/service 0.24131 6 
Professional 0.22254 7 
Gender -0.21734 8 
 
Table 5.13b is derived from Table 5.13 which shows the marginal effects of the 
respondents based on consumers’ different demographic characteristic. The results of 
marginal effects indicate that High Education is the most likely demographic factor that 
influences consumers to adopt online shopping. The marginal effect suggests that if 
consumers have a high education (e.g. Bachelor Degree), the probability of choosing 
online shopping increases by 48.17%. The marginal effect results also indicate that the 
second and third most likely groups to shop using the Internet are the Young Age Group 
and Middle Age Group. For example, the results show that a unit increase in the Young 
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Age Group factor results in a 37.92% probability of a consumer adopting online shopping. 
The Single and De Facto Group is the Fourth most likely group to shop online with a 
probability of 28%. In addition, the marginal effect results show that Self-Employed, 
Manager and Company Employee and Sales/service, and Professional are the fifth, sixth, 
and seventh most important demographic factors that influences consumers’ decision to 
shop online, repectively. For example, if consumers are Self-Employed, it results in a 27.2% 
increase in the probability of shopping using the Internet. The eighth most important 
demographic factor that influences consumers to adopt online shopping is Gender. The 
marginal effects indicate that if consumers are female, the probability of choosing online 
shopping increases by 21.73% (see Table 5.13b).  
 
5.7 Research relating to Research Objective Three (Hypotheses 10 to 16) 
 
Research Objective Three is to examine whether different demographic characteristics 
impact online shopping adoption. Logistic regression analysis was used to test Hypotheses 
10 to 15 to answer Research Objective Three. The hypotheses test results are summarized 
in the Table 5.14 (based on the logistic regression results shown in Table 5.11 in Section 
5.5). Moreover, ANOVA and T-test are used to test Hypothesis 16, whether there are 
different perceptions of the adoption of online shopping decision factors within 
demographic groups. 
 
Based on the results shown in Table 5.11, the coefficient values for Gender is significant 
at the 0.05 level and shows a negative relationship with online shopping adoption. 
Consequently, Hypothesis 10 is supported. Young Age and Middle Age are both 
significant at the 0.05 level of significance and show a positive relationship with online 
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shopping adoption. Therefore, Hypothesis 11 is supported. The logistic results also show 
that consumers who are single and with a high education are more likely to shop online. 
Moreover, Table 5.11 shows Professional, Manager, Company Employee and 
Sales/service, and Self-employee have a positive relationship with online shopping 
adoption. Thus, Hypothesis 12, 13, and 14 are also supported. However, the coefficient 
value for both Middle and High Income do not show any statistical significance with 
online shopping adoption. Therefore, Hypothesis 15 is rejected.  
 
Table 5.14 Hypotheses 10 through 15 Test Result 
Hypotheses Supported 
Non 
Supported 
H10: Female consumers are more likely to adopt  
online shopping than male consumers. 

 
H11: Younger age is positively related to online shopping 
adoption. 

 
H12: Single consumers are more likely to adopt online shopping. 
 
H13: There is a positive relationship between higher education 
levels and online shopping adoption. 

 
H14: Occupation has a positive impact on the adoption of online 
shopping. 

 H15: There is a positive relationship between high incomes and 
online shopping adoption. 
 

 
The results in Table 5.15 indicate that Males and Females do not perceive any difference 
on the adoption of online shopping factors. However, customers of different age group, 
marital status, educational levels, and occupation attribute different amount of importance 
to the factors that influence online shopping: Perceived Risk, Consumer Resources, 
Convenience, Price, Service Quality, Website Factors, Subjective Norms, Product 
Guarantee, and Product Variety (see Table 5.16 to 5.19).  
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5.7.1 Age Relating to Online Shopping Adoption 
 
The results in Table 5.20 reveal that Perceived Risk, Price, and Service Quality are 
perceived as more important by consumers in the Young Age Group than the Middle Age 
and Old Age Groups. In contrast, consumers in the Old Age group perceive Subjective 
Norms and Product Guarantee as more important than the Young-age Group. In addition, 
the Young and Middle Age Groups are more concerned with Consumer Resources and 
Product Variety compared to the Old Age Group.  
 
5.7.2 Marital Status Relating to Online Shopping Adoption 
 
Perceived Risk and Subjective Norms are perceived to be more important by consumers in 
the Single and De Facto Group than the Married and the Divorced/Separated Groups. 
However, the Divorced/Separated Group is more concerned with Website Factors and 
Convenience compared to the Single and De Facto and the Married Group when 
considering adopting online shopping (See Table 5.21).  
 
5.7.3 Education Relating to Online Shopping Adoption 
 
Table 5.22 shows that Perceived Risk is perceived as an important factor for consumers in 
all education levels. Consumer Resources is perceived as a more important factor by the 
High Education Group than the other groups with a Low and Middle Education Level. 
However, Service Quality and Subjective Norms are perceived as more important by the 
Low Education Groups than the High Education Groups in adopting online shopping. 
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5.7.4 Occupation Relating to Online Shopping Adoption 
 
The results presented in Table 5.23 illustrate that Perceived Risk is perceived as more 
important by consumers in the Self-Employee Group than other occupational groups. 
Moreover, the Professional Group and Self-Employee Group perceived Consumer 
Resources to be more important compared to other occupational groups when considering 
adopting online shopping.  
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Chapter 6 Conclusion and Implications 
 
6.1 Introduction 
 
This chapter reviews the research findings and conclusions based on the results of the 
statistical analyses and discussion presented in Chapter Five. The theoretical and 
managerial contributions, limitations, and directions for future research are also discussed. 
 
In this study, 16 hypotheses were tested to address the three Research Objectives. 
Hypotheses 1 through 9 relate to Research Objective One. The most important factors 
influencing Chinese consumers’ decisions to adopt online shopping were identified to 
satisfy Research Objective Two. Hypotheses 10 through 16 were formulated and tested to 
satisfy Research Objective Three. 
 
 6.2 Conclusions Pertaining to Research Objective One 
 
Research Objective 1: To identify the factors that influence consumers’ decisions to adopt 
online shopping. 
Hypotheses 1 through 9 were formulated to satisfy Research Objective One. Hypotheses 1 
through 9 propose that the factors: Website Factors, Perceived Risk, Service Quality, 
Convenience, Price, Product Variety, Subjective Norms, Consumer Resources, and 
Product Guarantee, impact on consumers’ decisions to adopt online shopping. 
 
The logistic regression results showed that: Website Factors, Convenience, Product 
Variety, and Consumer Resources have a positive influence on consumers’ decisions to 
adopt online shopping. Thus, Hypotheses 1, 4, 6, and 7 were accepted. These findings are 
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consistent with the findings of Cao and Mokhtarina, (2005), Cho (2004), Liao and Cheung 
(2001), Liu and Arnett (2002), Prasad and Aryasri (2009), Ranganathan and Ganapathy 
(2002), and Shim et al. (2001). For example, Ranganathan and Ganapathy (2002) find that 
website factors is considered as an important factors that influenced consumers’ decisions 
to adopt online shopping. Prasad and Aryasri (2009) reveal that convenience positively 
impact consumers’ behavior on willingness to make purchases from the Internet. Product 
variety is an important factor that influences consumers to adopt online shopping (Cao and 
Mokhtarina, 2005; Cho, 2004). In addition, Shim et al., (2001) find that Internet shopping 
requires people to have computer skills and resources, such as computer ownership and 
Internet accessibility. 
 
The logistic regression results also revealed that there was a negative relationship between 
the decision factors: Perceived Risk, Service Quality, and Subjective Norms and 
consumers’ adoption of online shopping. Therefore, Hypotheses 2, 3, and 7 were 
supported. This result is in accordance with the findings of Chang et al. (2005), Doolin et 
al. (2007), Foucault and Scheufele (2002), and Vijayasarathy and Jones (2000). In these 
studies, Doolin et al. (2007) reports that perceived risk is considered as an important factor 
for online shopping. Vijayasarathy and Jones (2000) find that poor service quality appears 
to have a negative impact on consumers’ decisions to adopt online shopping. Moreover, 
subjective norms is also considered as an important factor that has an influence on 
consumers’ decisions to adopt or not adopt online shopping (Foucault and Scheufele, 
2002). 
 
96 
 
Hypotheses 5 and 9 were rejected as the logistic regression results did not support the 
findings of Chiang and Dholakia (2003), Koyuncu and Bhattacharya (2004), and Reibetein 
(2002) regarding the influence of price and product guarantee on consumers’ decisions 
about online shopping. For example, Chiang and Dholakia (2003) find that price has an 
influence on consumers’ decisions to shop online. In addition, Koyuncu and Bhattacharya 
(2004) point out that consumers will reduce their purchases from the Internet if online 
retailers cannot fulfil their promise. 
 
6.3 Conclusions Relating to Research Objective Two 
 
Research Objective 2: To determine the most important factors that impact on consumers’    
choice of online shopping versus non-online shopping. 
The marginal effect results showed that in this study there were 7 decision factors 
impacting on consumers’ choice of online shopping versus non-online shopping. Of the 
seven factors, Perceived Risk was the most important factor influencing consumers’ 
decisions to adopt online shopping. The second most important decision factor was 
Consumer Resources. Service Quality was ranked as the third most important decision 
factor. The fourth and fifth most important decision factors were Subjective Norms and 
Product Variety respectively. Moreover, the marginal effect result showed that 
Convenience and Website Factors were ranked as the sixth and seventh most important 
decision factors (see Table 5.13a in Chapter Five). 
 
In terms of the demographic factors, the customers in the High Education Group had the 
highest probability to shop online, followed by the Young Age Group and Middle Age 
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Group. The Single and De Facto Group was the fourth most important demographics 
characteristic that influenced consumers’ decisions to shop online. The fifth, sixth, and 
seventh most important demographic characteristics impacting on consumers’ online 
shopping adoption were Self-Employed, Manager and Company Employee and 
Sales/service, and Professional. Moreover, the marginal effects results also indicated that 
Gender was the least important demographic that had an impact on consumers’ decisions 
to adopt online shopping (see Table 5.13b in Chapter Five). 
 
6.4 Conclusions Relating to Research Objective Three 
 
Research Objective Three: To examine whether different demographic characteristics 
have an impact on online shopping adoption.  
 
Hypotheses 10 through 15 proposed that consumers’ demographic characteristics, such as 
the Young Age Group and Higher Education Level, are positively related to consumers’ 
online shopping behavior. The logistic regression results revealed that Female, Younger 
Age, Single, Higher Education, and Occupation Groups all have a different probability 
associated with the adoption of online shopping. Therefore, Hypotheses 10, 11, 12, 13, 
and 14 were supported. The ANOVA results demonstrated that consumers had different 
perceptions on the adoption of the online shopping decisions factors based on their 
demographic characteristics: age, marital status, education levels, and occupation. Thus, 
Hypothesis 16 was supported. These results are in accordance with the findings of 
Atchariyachanvanich and Okada (2006), Brasher et al. (2009), Chang and Samuel (2004), 
and Li et al. (1999). Although there is limited empirical research regarding females and 
online shopping adoption, Fu (2009) indicates that in China, more female Internet users 
98 
 
dominate online shoppers than male Internet users, and that the trend is increasing steadily, 
which supports the findings of this study.  
 
However, the results from the logistic regression analysis and ANOVA showed there were 
no statistical significant relationship between consumers’ income and online shopping 
adoption. Thus, Hypothesis 15 is rejected, which is consistent with the findings of Ahuja 
et al. (2003) and Bellman et al. (1999), which showed that consumers’ incomes do not 
have an impact on online shopping behavior. 
 
6.5 Theoretical Implications 
 
The findings of this study provide several contributions to help understand consumers’ 
online shopping behavior in e-commerce industries. First, this research adds to the limited 
empirical studies currently available on consumers’ adoption of online shopping, 
especially in the Chinese e-commerce industry. The application of the theoretical model of 
the consumer purchasing behavior in the Chinese e-commerce industry developed for this 
study provides useful information for future researchers who study consumer behavior in 
the e-commerce industry. 
 
Secondly, while some pervious empirical studies have identified the factors that 
consumers use to make online shopping decisions, this research has further investigated 
these factors by incorporating factors derived from the focus groups and factor analysis. 
The empirical model developed in this study also illustrates the importance of applying 
empirical research in the area of consumers’ online shopping behavior. 
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Third, this research confirms that a certain number of the decision factors that influence 
consumers’ adoption of online shopping identified in previous studies in other countries 
can also be applied to the Chinese online shopping market, i.e., Website Factors, 
Perceived Risk, Service Quality, Convenience, Product Variety, Subjective Norms, and 
Consumer Resources. 
 
6.6 Managerial Implications 
 
This research offers some insights into the linkage between e-shopping and consumers’ 
decisions to shop or not shop online. This information can help online marketers and 
retailers to develop appropriate market strategies, make technological advancements, and 
make the correct marketing decisions in order to retain current customers and attract new 
customers. Specifically, if online marketers and retailers can better understand their 
customers, they can present goods and services more effectively and continuously to 
improve their offerings in order to strengthen their competitive advantage (Liu, He, Gao, 
and Xie, 2008). The finding of this study identifies seven important decision factors: 
Perceived Risk, Consumer Resources, Service Quality, Subjective Norms, Product Variety, 
Convenience, and Website Factors that have an impact on Chinese consumers’ decisions 
to adopt online shopping that online marketers should know and understand. 
 
This study indicates that perceived risk has the strongest influence on the decision of 
consumers to adopt online shopping. Previous researchers note that perceived risk is a 
critical consideration for consumers in deciding whether to shop via the Internet (Doolin et 
al., 2005; Lim, 2003; Monsuwe et al., 2004). Moreover, Suki (2003) finds that consumers’ 
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risk perceptions are a main barrier to the future growth of e-commerce. Thus, online 
marketers and retailers need to invest in risk-reducing strategies in order to minimize 
consumers’ perceived risk of shopping online.  
 
This study reveals that Chinese consumers’ risk perceptions regarding online shopping 
mainly relate to the following factors: privacy and security of personal information, 
security of online transactions, and product risk. Therefore, various risk-reducing 
strategies should to be developed by online marketers and retailers. For online retailers, 
the promotion of online retailing should emphasize that the e-shopping mode is safe and 
the company is responsible when handling customers’ personal information.  
 
In term of privacy and security risks, online retailers need to post the formal privacy 
policies of their online security system on their website and adopt superior encryption 
technology so that consumers can be easily informed about online retailers’ security 
measures. For example, a safe payment method should be provided by online retailers in 
order to protect customers’ privacy and guarantee their financial security (Liu et al., 2008). 
With regard to product risk, product warranty policies, money back guarantees, and the 
right to exchange the product without additional shipping charges can also be offered by 
online retailers in order to mitigate the risk of making a poor purchase decision. 
Furthermore, to diminish consumers’ doubts regarding the inability to physically inspect a 
product in an online shopping transaction, detailed and complete product information 
should be provided by online retailers on their web page.  
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The results of this study reveal that consumer resources, including the accessibility to 
personal computers and the Internet, knowledge of computers and Internet use, and the 
knowledge of how to make a purchase online also have a strong influence on consumers’ 
decisions to shop online. Shim et al, (2001) identify that online shopping requires people 
to have computer skills and resources, such as computer ownership, or access to a 
computer and the Internet. For example, a consumer with more knowledge of surfing the 
Internet is more likely to shop online (Li et al., 1999). Moreover, the results of this study 
illustrate that company employees who are well educated are more likely to shop online. 
This may be attributed to well educated consumers having computer and Internet skills. 
For those consumers who do not have a computer and Internet literacy, or lack access to 
computers, the online marketers could provide free computer training courses in order to 
improve peoples’ computer and Internet skills. In addition, public access to the Internet 
can also be provided by the online marketers. Once consumers have more access to the 
Internet, computers, and Internet knowledge, the probability of consumers adopting online 
shopping should increase (Li et al., 1999; Shim et al., 2001).  
 
For those retailers who own both physical retail stores and Internet retail stores, the 
retailers need to place computers in their physical retail stores to demonstrate to their 
customers the process of purchasing products online. In addition, retailers can provide free 
brochures to their customers explaining  how to shop via the Internet.  
 
Based on the empirical findings of this study, the service quality provided by online 
retailers plays a significant role in influencing consumers’ decisions to shop online. This 
result is consistent with a number of researchers regarding service quality as a priority and 
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one of the primary concerns in e-commerce (Cai & Jun, 2003; Santo, 2003; Yang & Jun, 
2002). The three sub-dimensions (reliability, responsiveness, and personalization) of 
service quality applied in this study provide useful information on the areas that online 
retailers should focus on to effectively improve their e-service quality. In an online 
shopping context, the neglect of consumers’ concerns and inquiries and delayed delivery 
times lead to customer dissatisfaction (Liu, He, Gao & Xie, 2008). Hence, online retailers 
need to pay more attention to prompt delivery and providing quick response to customers’ 
concerns, complaints and inquiries. For example, along with using communication 
channels such as e-mail, online retailers can also offer live customer services, such as live 
online chats with customer service representatives. Moreover, an organized physical 
distribution channel should be owned by online retailers. If an online retailer has a lack of 
resources for building his/her own communication channel, the utilizing of a third party 
that specializes in logistics management may be necessary for the online retailer to ensure 
timely and accurate product deliveries.   
 
Another aspect of service quality that online retailers should not overlook is the 
personalized online shopping environment. Zhou, Dai and Zhang (2007) claim that 
consumer loyalty and online experience can be improved by personalized online shopping 
environments. Hence, online marketers and retailers need to develop online marketing 
strategies to personalize shopping environments in order to meet different consumers’ 
needs and preferences. For example, an online shopping environment that provides an 
online community and interactivity (e.g. chat rooms and customer reviews) could help 
online retailers to retain and attract customers.  
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The results of this study also indicate that subjective norms effect consumers’ decisions to 
adopt online shopping, supporting the findings of Choi and Geistfeld (2004), Foucault and 
Scheufele (2002), Limayem et al. (2000), and Vijayasarathy (2004). This finding indicates 
that an individual’s decision to shop online can be influenced by his/her friends and family. 
For that reason, online retailers should ensure that consumers have a positive shopping 
experience each time they visits the online store so that the consumers can pass positive 
word-of-mouth to other people. In addition, a membership system could be used by online 
retailers. For example, when a frequent customer introduces a new customer to become a 
member of an Internet store, the online retailer can offer 50% off their next purchase or 
offer a member card with bonus points for rewards to the customer. Along with the 
importance of the influence of friends and family, this study also finds that the media can 
be a social factor that influences consumers’ decisions to shop online. Therefore, online 
retailers’ stores can be promoted on the radio, television and billboards as well as in 
newspapers and trade journals. For example, Chinese online markers can select a Chinese 
friendly celebrity to be the spokesperson of their website in order to attract potential 
customers.  
 
Convenience and product variety are also shown to be pertinent in the acceptance of the 
Internet as a shopping medium and these results are in accordance with the findings of 
Cao and Mokhtarian (2005), Childers et al. (2001), Cho (2004), Donthu and Garcia (1999), 
and Prasad and Aryasri (2009). The findings suggest that in the context of online shopping, 
consumers no longer need to be concerned about parking, transportation, crowds, and 
weather conditions. Consumers can also be assured that they can purchase products that 
may not be found in their local retail stores (Burke, 1997; Chiang & Dholakia, 2003). As a 
104 
 
result, innovative online retailers should increase the number of product types and brands 
available online, as well as emphasize the convenience of shopping online as opposed to 
in-store shopping. Lee (2009) also claims that several varieties provided by online retailers 
may help to satisfy customers’ various needs and prevent them turning towards alternative 
transitional shopping (Lee, 2009). Moreover, as the number of time-conscious consumers 
increase (Chiang & Dholakia, 2003), emphasizing the time saving of shopping online can 
help online retailers to attract time-conscious consumers.  
 
To enhance the convenience of Internet shopping, a good design of online retailers’ 
websites is important. The results of this study confirm that consumers’ decisions to 
purchase online also can be affected by website factors such as web page loading time, 
website navigation, and quick access to detailed product information. This result is 
consistent with a number of researchers that regard website factors as one of the important 
factors that affects consumers’ adoption of online shopping. Lohse and Spiller (1998) urge 
online retailers to carefully think of their online store layout in order to facilitate 
navigation. Moreover, online marketers and retailers need to pay more attention to the 
feedback of customers as Corbitt et al. (2003) suggest customers’ feedbacks on web 
design should help a online retailer to ensure that an actual website is constructed 
consumer friendly. 
 
Online marketers and retailers need to be innovative with their websites. For example, 
offering valuable and accurate product descriptions, the possibility of zooming in on the 
image of the product, and the use of web-cameras could help consumers to form ideas of 
the external qualities of the product (Cases, 2002). To help popularize a web page, the 
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information provided on online retailers’ web pages needs to be succinct and easy to 
understand. If consumers encounter unclear or difficult terms and conditions or vague 
product information, they could be unwilling to make further purchases online. In addition, 
the design of the purchasing process should be simplified in order to retain and attract 
more consumers, especially for those consumers who have limited online shopping 
experience. 
 
Furthermore, one of the research findings also indicates that consumers’ with different 
demographic characteristic have different views of online shopping adoption. Therefore, 
e-retailers should not treat all consumers alike. When planning for marketing activities, 
online marketers must take gender, age, marriage status, education level, and occupation 
into consideration for market segmentation and identification of the appropriate target 
market. For example, this study shows that the Chinese female consumers are more likely 
to shop online. Zhou et al, (2007) indicates that female consumers are more influenced by 
their friends and family. Thus, specific marketing strategies should be designed by online 
marketers and retailers in order to target female consumers. For example, improving 
interpersonal communication by providing online forums and chat rooms for female 
consumers to share their experiences with their friends could encourage more females to 
shop online.  
 
The results of this study indicate that Chinese consumers with high incomes do not tend to 
shop online. This may be because these consumers prefer to purchase branded products 
(e.g. Nike, Gucci, and Apple) from up-market retail stores where they believe they can 
physically examine the products and receive good supporting services. In addition, 
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branded products and services are usually perceived by consumers as possessing better 
quality (Shergill and Chen, 2005). Thus, it is important for online marketers and retailers 
who want to attract consumers with high incomes to market more well-known products or 
brands online and offer good after sale services. For example, online marketers and 
retailers can provide advanced 3-D technologies (such as interactive online dress rooms) 
in order to minimize consumers’ concerns regarding their inability to physically examine 
products online (Shergill and Chen, 2005). Moreover, online retailers can send a personal 
“thank you” note as confirmation after consumers place an order. It is also important for 
online retailers to engage the consumers in personalized dialogue and to learn more about 
their needs in order to better anticipate their future preferences. 
 
Moreover, this study finds that older consumers are less likely to shop online. Previous 
studies indicate that older consumers may be discouraged from using the Internet as a 
shopping medium due to low Internet experience and risk concerns (Doolin et al., 2005). 
Therefore, online markets and retailers need to address these issues and demonstrate the 
advantage of online shopping to older consumers. For example, online retailers can 
distribute circulars with advantage of online shopping on it to older consumers. 
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6.7 Limitations and Avenues for Future Research 
 
Although this study has provided relevant and interesting insights to the understanding of 
consumers’ online shopping adoption in China, there are several limitations associated 
with the study. 
 
First, the present study has only considered online shopper and non-online shopper 
dichotomy. Future research with regard to other online shopping categories such as 
frequency of shopping (e.g., non-shoppers, occasional shoppers, and frequent shoppers), 
or types of product categories purchased (e.g., product versus services or luxuries versus 
necessities) may offer additional and useful information to marketers. 
 
Second, in addition to the seven decision factors that effect consumers’ decisions to shop 
online indentified in this study, there may be other factors that may affect consumers’ 
adoption of online shopping. Future research should consider other factors that can 
influence consumers’ adoption of online shopping, such as past home-shopping 
experiences, incentives, and product characteristics. 
 
Third, the sample for this study was drawn from Beijing, China. The likelihood of 
shopping online and the profile of consumers may vary if a survey is expanded to other 
geographic regions of China. In addition, the sample respondents were limited to 
customers in the mall who were willing to be surveyed. Therefore, future studies can 
collect data from different cities or different countries and/or use different data collection 
methods such as systematic random sample. This approach would allow for greater 
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generalization of the results. In addition, future researchers can undertake a comparative 
study between consumers from different countries, such as China and the US.  
 
Fourth, older aged consumers were underrepresented in this study. However, order 
consumers are less likely to shop online due to risk and lack of computer resources. Future 
studies may want to focus on older Chinese consumers as their behavior may change in 
the coming years. 
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Table 5.1: Descriptive Statistic of Demographic Characteristics 
 
Variables N  Total Respondents Online Shoppers Non-online Shoppers 
   
Frequency 
(No. of 
respondents 
per option) 
Percent Frequency 
(No. of 
respondents 
per option) 
Percent Frequency 
(No. of 
respondents 
per option) 
Percent 
Gender Valid Male 204 46.9 91 39.1 113 55.9 
Female 231 53.1 142 60.9 89 44.1 
Total 435 100.0 233 100.0 202 100.0 
Age Valid 18-25 65 14.9 51 21.9 14 6.9 
  26-35 131 30.1 104 44.6 27 13.4 
  36-45 98 22.5 52 22.3 46 22.8 
  46-55 82 18.9 18 7.7 64 31.7 
  56-65 35 8.0 4 1.7 31 15.3 
  66+ 24 5.5 4 1.7 20 9.9 
  Total 435 100.0 233 100.0 202 100.0 
Marital 
Status 
Valid Single/Never 
married 
81 18.6 66 28.3 15 7.4 
  De Facto 38 8.7 28 12.0 10 5.0 
  Married 303 69.7 138 59.2 165 81.7 
  Divorced/Separ
ated 
13 3.0 1 .4 12 5.9 
  Total 435 100.0 233 100.0 202 100.0 
Education Valid Primary 
Education 
6 1.4 0 0 6 3.0 
  Middle School  32 7.4 3 1.3 29 14.4 
  High School  88 20.2 23 9.9 65 32.2 
  Diploma/Certifi
cation 
118 27.1 56 24.0 62 30.7 
  Bachelors 
Degree 
161 37.0 124 53.2 37 18.3 
  Master Degree 24 5.5 21 9.0 3 1.5 
  PHD or Above 6 1.4 6 2.6 0 0 
  Total 435 100.0 233 100.0 202 100.0 
Occupation Valid Professional 72 16.6 53 22.7 19 9.4 
  Manager 24 5.5 14 6.0 10 5.0 
  Civil Servant 30 6.9 21 9.0 9 4.5 
  Company 
Employee 
98 22.5 72 30.9 26 12.9 
  Self-Employee 46 10.6 14 6.0 32 15.8 
  Labourer 42 9.7 8 3.4 34 16.8 
  Farmer 4 .9 0 0 4 2.2 
  Student 25 5.7 20 8.6 5 2.5 
  Sales/service 27 6.2 13 5.6 14 6.9 
  Unemployed 6 1.4 2 .9 4 2.0 
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  Home Maker 11 2.5 4 1.7 7 3.5 
  Retired 39 9.0 6 2.6 33 16.3 
  Other 11 2.5 6 2.6 5 2.5 
  Total 435 100.0 233 100.0 202 100.0 
Income Valid CNY500- 32 7.4 20 8.6 12 5.9 
  CNY500-1000 26 6.0 11 4.7 15 7.4 
  CNY1001-1500 45 10.3 23 9.9 22 10.9 
  CNY1501-2000 78 17.9 34 14.6 44 21.8 
  CNY2001-3000 107 24.6 58 24.9 49 24.3 
  CNY3001-6000 116 26.7 74 31.8 42 20.8 
  CNY6001-
10,000 
26 6.0 11 4.7 15 7.4 
  CNY10,000+ 5 1.1 2 .9 3 1.5 
  Total 435 100.0 233 100.0 183 100.0 
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Table 5.2 The Correlation Matrix for Online Shopping Adoption  
  B1 B2 B3 B4 B5 B6 B7 B8 B9 B10 B11 B12 B13 B14 B15 B16 B17 B18 
B1 1.00 0.40 0.18 0.43 0.39 0.08 0.01 0.08 -0.05 0.02 0.16 0.03 0.27 0.11 0.09 0.12 0.01 0.02 
B2 0.40 1.00 0.35 0.37 0.44 0.17 0.20 0.11 0.08 0.08 0.21 0.09 0.15 0.15 0.16 0.25 0.21 0.14 
B3 0.18 0.35 1.00 0.30 0.31 0.24 0.31 0.22 0.27 0.17 0.23 0.17 0.11 0.22 0.24 0.18 0.16 0.17 
B4 0.43 0.37 0.30 1.00 0.47 0.05 -0.05 0.02 -0.04 0.03 0.18 0.08 0.34 0.27 0.11 0.21 0.15 0.03 
B5 0.39 0.44 0.31 0.47 1.00 0.13 0.07 0.03 0.00 0.08 0.21 0.20 0.25 0.21 0.12 0.23 0.11 0.05 
B6 0.08 0.17 0.24 0.05 0.13 1.00 0.60 0.50 0.48 0.55 0.29 0.22 -0.01 0.11 0.32 0.22 0.23 0.29 
B7 0.01 0.20 0.31 -0.05 0.07 0.60 1.00 0.60 0.64 0.50 0.27 0.23 -0.02 0.14 0.32 0.24 0.30 0.39 
B8 0.08 0.11 0.22 0.02 0.03 0.50 0.60 1.00 0.59 0.52 0.25 0.24 0.06 0.13 0.31 0.27 0.31 0.37 
B9 -0.05 0.08 0.27 -0.04 0.00 0.48 0.64 0.59 1.00 0.53 0.31 0.19 -0.01 0.15 0.35 0.18 0.31 0.36 
B10 0.02 0.08 0.17 0.03 0.08 0.55 0.50 0.52 0.53 1.00 0.36 0.28 0.06 0.18 0.35 0.24 0.22 0.33 
B11 0.16 0.21 0.23 0.18 0.21 0.29 0.27 0.25 0.31 0.36 1.00 0.44 0.31 0.29 0.34 0.26 0.25 0.29 
B12 0.03 0.09 0.17 0.08 0.20 0.22 0.23 0.24 0.19 0.28 0.44 1.00 0.27 0.25 0.24 0.26 0.18 0.24 
B13 0.27 0.15 0.11 0.34 0.25 -0.01 -0.02 0.06 -0.01 0.06 0.31 0.27 1.00 0.32 0.16 0.22 0.16 0.09 
B14 0.11 0.15 0.22 0.27 0.21 0.11 0.14 0.13 0.15 0.18 0.29 0.25 0.32 1.00 0.44 0.38 0.27 0.22 
B15 0.09 0.16 0.24 0.11 0.12 0.32 0.32 0.31 0.35 0.35 0.34 0.24 0.16 0.44 1.00 0.48 0.36 0.39 
B16 0.12 0.25 0.18 0.21 0.23 0.22 0.24 0.27 0.18 0.24 0.26 0.26 0.22 0.38 0.48 1.00 0.45 0.37 
B17 0.01 0.21 0.16 0.15 0.11 0.23 0.30 0.31 0.31 0.22 0.25 0.18 0.16 0.27 0.36 0.45 1.00 0.43 
B18 0.02 0.14 0.17 0.03 0.05 0.29 0.39 0.37 0.36 0.33 0.29 0.24 0.09 0.22 0.39 0.37 0.43 1.00 
B19 0.20 0.11 0.09 0.25 0.26 0.10 0.00 0.06 0.00 0.10 0.13 0.10 0.13 0.18 0.11 0.20 0.12 0.08 
B20 0.17 0.11 0.08 0.25 0.23 0.00 -0.03 0.05 -0.04 0.06 0.09 0.10 0.25 0.15 0.17 0.31 0.16 0.06 
B21 0.25 0.09 0.09 0.28 0.27 0.00 -0.10 -0.03 -0.11 0.02 0.07 0.08 0.30 0.10 0.05 0.17 0.10 -0.02 
B22 0.12 0.18 0.13 0.17 0.19 0.04 0.06 0.15 0.08 0.09 0.15 0.22 0.20 0.21 0.17 0.23 0.17 0.17 
B23 0.17 0.07 0.09 0.26 0.20 -0.09 -0.10 0.01 -0.11 -0.02 0.15 0.17 0.28 0.15 0.04 0.19 0.07 -0.02 
B24 0.19 0.14 0.16 0.32 0.28 -0.01 -0.11 -0.07 -0.09 -0.08 0.18 0.14 0.27 0.17 0.06 0.26 0.07 -0.03 
B25 0.13 0.11 0.11 0.23 0.16 0.07 -0.01 0.04 0.00 0.05 0.10 0.14 0.17 0.18 0.16 0.29 0.10 0.04 
B26 0.11 0.20 0.21 0.14 0.19 0.26 0.19 0.18 0.18 0.21 0.30 0.22 0.22 0.16 0.22 0.27 0.17 0.11 
B27 0.25 0.16 0.07 0.24 0.21 0.01 -0.02 0.09 -0.01 0.03 0.17 0.15 0.21 0.13 0.09 0.15 0.13 0.08 
B28 0.21 0.26 0.13 0.30 0.33 0.06 0.04 0.05 -0.03 0.09 0.21 0.19 0.25 0.18 0.09 0.17 0.12 0.02 
B29 0.16 0.13 0.06 0.14 0.13 -0.03 -0.10 -0.02 -0.07 -0.02 0.09 0.05 0.18 0.05 0.01 0.12 -0.02 -0.02 
B30 0.26 0.13 0.03 0.26 0.25 -0.08 -0.18 -0.08 -0.15 -0.09 -0.03 0.05 0.24 0.19 -0.04 0.15 -0.07 -0.04 
B31 0.27 0.12 0.02 0.25 0.25 -0.06 -0.17 -0.07 -0.12 -0.05 0.00 0.07 0.23 0.16 -0.02 0.12 -0.01 -0.01 
B32 0.31 0.21 0.01 0.27 0.20 0.04 0.00 0.12 0.01 0.05 0.09 0.09 0.13 0.16 0.05 0.22 0.08 0.05 
B33 0.25 0.24 0.10 0.28 0.27 0.05 -0.01 0.10 0.07 0.14 0.10 0.20 0.23 0.23 0.12 0.29 0.14 0.09 
B34 0.09 0.13 0.03 0.09 0.11 0.05 0.11 0.09 0.13 0.15 0.11 0.09 0.09 0.11 0.23 0.26 0.14 0.13 
B35 0.01 0.11 0.01 0.01 0.04 0.17 0.22 0.18 0.21 0.21 0.11 0.14 -0.03 0.07 0.25 0.23 0.15 0.18 
B36 0.05 0.17 0.06 0.02 0.06 0.19 0.26 0.19 0.27 0.16 0.19 0.14 0.03 0.12 0.27 0.27 0.24 0.23 
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Correlation Matrix (Continued) 
  B19 B20 B21 B22 B23 B24 B25 B26 B27 B28 B29 B30 B31 B32 B33 B34 B35 B36 
B1 0.20 0.17 0.25 0.12 0.17 0.19 0.13 0.11 0.25 0.21 0.16 0.26 0.27 0.31 0.25 0.09 0.01 0.05 
B2 0.11 0.11 0.09 0.18 0.07 0.14 0.11 0.20 0.16 0.26 0.13 0.13 0.12 0.21 0.24 0.13 0.11 0.17 
B3 0.09 0.08 0.09 0.13 0.09 0.16 0.11 0.21 0.07 0.13 0.06 0.03 0.02 0.01 0.10 0.03 0.01 0.06 
B4 0.25 0.25 0.28 0.17 0.26 0.32 0.23 0.14 0.24 0.30 0.14 0.26 0.25 0.27 0.28 0.09 0.01 0.02 
B5 0.26 0.23 0.27 0.19 0.20 0.28 0.16 0.19 0.21 0.33 0.13 0.25 0.25 0.20 0.27 0.11 0.04 0.06 
B6 0.10 0.00 0.00 0.04 -0.09 -0.01 0.07 0.26 0.01 0.06 -0.03 -0.08 -0.06 0.04 0.05 0.05 0.17 0.19 
B7 0.00 -0.03 -0.10 0.06 -0.10 -0.11 -0.01 0.19 -0.02 0.04 -0.10 -0.18 -0.17 0.00 -0.01 0.11 0.22 0.26 
B8 0.06 0.05 -0.03 0.15 0.01 -0.07 0.04 0.18 0.09 0.05 -0.02 -0.08 -0.07 0.12 0.10 0.09 0.18 0.19 
B9 0.00 -0.04 -0.11 0.08 -0.11 -0.09 0.00 0.18 -0.01 -0.03 -0.07 -0.15 -0.12 0.01 0.07 0.13 0.21 0.27 
B10 0.10 0.06 0.02 0.09 -0.02 -0.08 0.05 0.21 0.03 0.09 -0.02 -0.09 -0.05 0.05 0.14 0.15 0.21 0.16 
B11 0.13 0.09 0.07 0.15 0.15 0.18 0.10 0.30 0.17 0.21 0.09 -0.03 0.00 0.09 0.10 0.11 0.11 0.19 
B12 0.10 0.10 0.08 0.22 0.17 0.14 0.14 0.22 0.15 0.19 0.05 0.05 0.07 0.09 0.20 0.09 0.14 0.14 
B13 0.13 0.25 0.30 0.20 0.28 0.27 0.17 0.22 0.21 0.25 0.18 0.24 0.23 0.13 0.23 0.09 -0.03 0.03 
B14 0.18 0.15 0.10 0.21 0.15 0.17 0.18 0.16 0.13 0.18 0.05 0.19 0.16 0.16 0.23 0.11 0.07 0.12 
B15 0.11 0.17 0.05 0.17 0.04 0.06 0.16 0.22 0.09 0.09 0.01 -0.04 -0.02 0.05 0.12 0.23 0.25 0.27 
B16 0.20 0.31 0.17 0.23 0.19 0.26 0.29 0.27 0.15 0.17 0.12 0.15 0.12 0.22 0.29 0.26 0.23 0.27 
B17 0.12 0.16 0.10 0.17 0.07 0.07 0.10 0.17 0.13 0.12 -0.02 -0.07 -0.01 0.08 0.14 0.14 0.15 0.24 
B18 0.08 0.06 -0.02 0.17 -0.02 -0.03 0.04 0.11 0.08 0.02 -0.02 -0.04 -0.01 0.05 0.09 0.13 0.18 0.23 
B19 1.00 0.53 0.47 0.29 0.37 0.33 0.24 0.26 0.29 0.20 0.14 0.18 0.22 0.12 0.17 0.10 0.00 -0.01 
B20 0.53 1.00 0.61 0.31 0.32 0.32 0.28 0.17 0.17 0.19 0.16 0.25 0.30 0.23 0.22 0.11 0.08 0.03 
B21 0.47 0.61 1.00 0.29 0.43 0.38 0.31 0.26 0.26 0.32 0.20 0.30 0.32 0.16 0.25 0.08 0.01 -0.01 
B22 0.29 0.31 0.29 1.00 0.30 0.31 0.28 0.27 0.32 0.24 0.16 0.17 0.18 0.23 0.20 0.16 0.15 0.11 
B23 0.37 0.32 0.43 0.30 1.00 0.56 0.34 0.31 0.34 0.34 0.18 0.30 0.30 0.06 0.10 0.18 0.06 0.06 
B24 0.33 0.32 0.38 0.31 0.56 1.00 0.41 0.36 0.35 0.38 0.20 0.27 0.24 0.11 0.14 0.08 -0.01 -0.01 
B25 0.24 0.28 0.31 0.28 0.34 0.41 1.00 0.34 0.20 0.20 0.09 0.14 0.09 0.08 0.21 0.05 0.09 0.06 
B26 0.26 0.17 0.26 0.27 0.31 0.36 0.34 1.00 0.36 0.36 0.10 0.05 0.04 0.05 0.08 0.17 0.16 0.24 
B27 0.29 0.17 0.26 0.32 0.34 0.35 0.20 0.36 1.00 0.53 0.20 0.24 0.21 0.23 0.17 0.21 0.12 0.14 
B28 0.20 0.19 0.32 0.24 0.34 0.38 0.20 0.36 0.53 1.00 0.25 0.22 0.20 0.20 0.24 0.09 0.10 0.08 
B29 0.14 0.16 0.20 0.16 0.18 0.20 0.09 0.10 0.20 0.25 1.00 0.18 0.15 0.06 0.14 0.07 -0.02 -0.02 
B30 0.18 0.25 0.30 0.17 0.30 0.27 0.14 0.05 0.24 0.22 0.18 1.00 0.86 0.50 0.41 0.15 0.00 0.00 
B31 0.22 0.30 0.32 0.18 0.30 0.24 0.09 0.04 0.21 0.20 0.15 0.86 1.00 0.57 0.42 0.16 0.02 0.00 
B32 0.12 0.23 0.16 0.23 0.06 0.11 0.08 0.05 0.23 0.20 0.06 0.50 0.57 1.00 0.55 0.15 0.16 0.12 
B33 0.17 0.22 0.25 0.20 0.10 0.14 0.21 0.08 0.17 0.24 0.14 0.41 0.42 0.55 1.00 0.19 0.16 0.12 
B34 0.10 0.11 0.08 0.16 0.18 0.08 0.05 0.17 0.21 0.09 0.07 0.15 0.16 0.15 0.19 1.00 0.49 0.41 
B35 0.00 0.08 0.01 0.15 0.06 -0.01 0.09 0.16 0.12 0.10 -0.02 0.00 0.02 0.16 0.16 0.49 1.00 0.73 
B36 -0.01 0.03 -0.01 0.11 0.06 -0.01 0.06 0.24 0.14 0.08 -0.02 0.00 0.00 0.12 0.12 0.41 0.73 1.00 
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Table 5.3 Anti-image Correlation 
  B1 B2 B3 B4 B5 B6 B7 B8 B9 B10 B11 B12 B13 B14 B15 B16 B17 B18 
B1 0.85 -0.23 0.00 -0.17 -0.15 -0.04 0.00 -0.10 0.07 0.03 -0.06 0.10 -0.14 0.06 -0.08 0.04 0.12 0.00 
B2 -0.23 0.85 -0.19 -0.10 -0.20 -0.02 -0.11 0.06 0.07 0.05 -0.05 0.06 0.03 0.06 0.02 -0.04 -0.12 -0.01 
B3 0.00 -0.19 0.87 -0.18 -0.11 0.01 -0.14 -0.03 -0.11 0.06 -0.02 -0.03 0.07 -0.08 -0.08 0.02 0.04 -0.02 
B4 -0.17 -0.10 -0.18 0.89 -0.21 -0.04 0.12 0.00 -0.01 -0.03 -0.01 0.08 -0.15 -0.10 0.04 0.01 -0.08 0.02 
B5 -0.15 -0.20 -0.11 -0.21 0.90 -0.04 -0.03 0.07 0.03 -0.01 -0.02 -0.12 0.01 -0.02 0.03 -0.04 0.02 0.04 
B6 -0.04 -0.02 0.01 -0.04 -0.04 0.85 -0.32 -0.12 0.01 -0.28 -0.03 -0.03 0.07 0.07 -0.10 0.02 -0.02 0.01 
B7 0.00 -0.11 -0.14 0.12 -0.03 -0.32 0.86 -0.22 -0.31 -0.02 0.03 -0.05 0.00 -0.04 0.06 -0.07 0.00 -0.10 
B8 -0.10 0.06 -0.03 0.00 0.07 -0.12 -0.22 0.88 -0.25 -0.17 0.07 -0.06 -0.03 0.06 0.00 -0.06 -0.08 -0.06 
B9 0.07 0.07 -0.11 -0.01 0.03 0.01 -0.31 -0.25 0.87 -0.20 -0.11 0.07 0.02 0.00 -0.09 0.13 -0.09 -0.01 
B10 0.03 0.05 0.06 -0.03 -0.01 -0.28 -0.02 -0.17 -0.20 0.88 -0.15 -0.05 0.02 -0.03 -0.04 -0.04 0.07 -0.05 
B11 -0.06 -0.05 -0.02 -0.01 -0.02 -0.03 0.03 0.07 -0.11 -0.15 0.88 -0.29 -0.16 -0.06 -0.08 0.03 -0.02 -0.09 
B12 0.10 0.06 -0.03 0.08 -0.12 -0.03 -0.05 -0.06 0.07 -0.05 -0.29 0.86 -0.13 -0.05 0.02 -0.05 0.03 -0.05 
B13 -0.14 0.03 0.07 -0.15 0.01 0.07 0.00 -0.03 0.02 0.02 -0.16 -0.13 0.87 -0.17 0.01 0.00 -0.05 0.00 
B14 0.06 0.06 -0.08 -0.10 -0.02 0.07 -0.04 0.06 0.00 -0.03 -0.06 -0.05 -0.17 0.87 -0.30 -0.10 -0.06 0.02 
B15 -0.08 0.02 -0.08 0.04 0.03 -0.10 0.06 0.00 -0.09 -0.04 -0.08 0.02 0.01 -0.30 0.89 -0.24 -0.03 -0.12 
B16 0.04 -0.04 0.02 0.01 -0.04 0.02 -0.07 -0.06 0.13 -0.04 0.03 -0.05 0.00 -0.10 -0.24 0.87 -0.25 -0.14 
B17 0.12 -0.12 0.04 -0.08 0.02 -0.02 0.00 -0.08 -0.09 0.07 -0.02 0.03 -0.05 -0.06 -0.03 -0.25 0.85 -0.21 
B18 0.00 -0.01 -0.02 0.02 0.04 0.01 -0.10 -0.06 -0.01 -0.05 -0.09 -0.05 0.00 0.02 -0.12 -0.14 -0.21 0.91 
B19 -0.05 0.03 0.05 -0.05 -0.08 -0.10 0.02 0.02 0.00 -0.02 -0.03 0.03 0.16 -0.11 0.04 0.01 0.01 -0.05 
B20 0.07 -0.02 0.00 -0.02 -0.01 0.11 -0.02 -0.05 0.02 -0.03 0.03 0.00 -0.09 0.07 -0.10 -0.15 -0.01 0.04 
B21 -0.11 0.10 -0.03 0.00 -0.04 -0.05 0.00 0.06 0.04 -0.02 0.04 0.05 -0.10 0.07 0.03 0.07 -0.07 0.02 
B22 0.06 -0.08 -0.03 0.05 -0.02 0.07 0.01 -0.06 -0.03 0.01 0.05 -0.10 -0.02 -0.07 -0.02 0.06 -0.03 -0.09 
B23 -0.01 0.04 -0.01 -0.06 0.06 0.15 -0.02 -0.13 0.09 -0.03 -0.04 -0.07 -0.04 0.00 0.04 -0.01 0.00 0.04 
B24 0.01 0.04 -0.06 -0.07 -0.06 -0.09 0.06 0.10 -0.07 0.14 -0.09 0.02 -0.01 0.01 0.04 -0.15 0.02 0.04 
B25 -0.03 0.00 0.03 -0.08 0.04 -0.04 0.02 0.01 0.01 0.01 0.05 -0.02 0.04 -0.03 -0.04 -0.11 0.03 0.02 
B26 0.05 -0.06 -0.09 0.11 0.01 -0.13 0.02 0.01 -0.05 -0.04 -0.07 0.00 -0.10 0.04 -0.01 -0.07 0.03 0.07 
B27 -0.11 0.05 0.03 -0.03 0.05 0.05 0.06 -0.07 0.00 0.04 0.00 -0.03 0.00 0.04 -0.01 0.06 -0.05 -0.06 
B28 0.08 -0.10 0.04 -0.05 -0.12 0.03 -0.10 0.02 0.08 -0.06 -0.04 -0.01 0.00 -0.04 -0.01 0.05 -0.03 0.06 
B29 -0.04 -0.06 -0.02 0.02 0.03 -0.03 0.08 -0.03 -0.01 0.02 -0.05 0.02 -0.05 0.03 0.03 -0.09 0.08 0.01 
B30 0.03 -0.04 -0.01 -0.01 -0.03 -0.03 0.02 -0.04 0.00 0.06 0.07 0.04 -0.04 -0.10 0.08 -0.14 0.19 0.00 
B31 -0.04 0.05 -0.01 0.04 -0.03 -0.03 0.04 0.09 -0.02 -0.04 0.02 -0.04 -0.02 0.02 -0.03 0.14 -0.12 -0.05 
B32 -0.14 -0.03 0.11 -0.11 0.07 0.01 -0.04 -0.12 0.04 0.06 -0.10 0.05 0.11 -0.02 0.07 -0.10 0.02 0.05 
B33 0.00 -0.08 -0.03 -0.01 -0.05 0.03 0.12 0.01 -0.11 -0.09 0.09 -0.13 -0.07 -0.04 0.04 -0.09 -0.02 0.00 
B34 -0.01 -0.02 0.03 -0.01 -0.03 0.10 -0.04 0.06 -0.03 -0.07 0.01 0.05 -0.03 0.04 -0.10 -0.09 -0.01 0.04 
B35 0.04 0.02 0.04 0.00 0.01 -0.04 -0.02 0.00 0.05 -0.09 0.06 -0.06 0.08 0.05 -0.05 0.02 0.07 0.00 
B36 -0.03 -0.07 0.04 0.01 0.00 -0.01 -0.02 0.03 -0.11 0.13 -0.08 0.02 0.00 -0.04 -0.01 -0.06 -0.08 -0.04 
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Table 5.3 Anti-image Correlation (Continued) 
  B19 B20 B21 B22 B23 B24 B25 B26 B27 B28 B29 B30 B31 B32 B33 B34 B35 B36 
B1 -0.05 0.07 -0.11 0.06 -0.01 0.01 -0.03 0.05 -0.11 0.08 -0.04 0.03 -0.04 -0.14 0.00 -0.01 0.04 -0.03 
B2 0.03 -0.02 0.10 -0.08 0.04 0.04 0.00 -0.06 0.05 -0.10 -0.06 -0.04 0.05 -0.03 -0.08 -0.02 0.02 -0.07 
B3 0.05 0.00 -0.03 -0.03 -0.01 -0.06 0.03 -0.09 0.03 0.04 -0.02 -0.01 -0.01 0.11 -0.03 0.03 0.04 0.04 
B4 -0.05 -0.02 0.00 0.05 -0.06 -0.07 -0.08 0.11 -0.03 -0.05 0.02 -0.01 0.04 -0.11 -0.01 -0.01 0.00 0.01 
B5 -0.08 -0.01 -0.04 -0.02 0.06 -0.06 0.04 0.01 0.05 -0.12 0.03 -0.03 -0.03 0.07 -0.05 -0.03 0.01 0.00 
B6 -0.10 0.11 -0.05 0.07 0.15 -0.09 -0.04 -0.13 0.05 0.03 -0.03 -0.03 -0.03 0.01 0.03 0.10 -0.04 -0.01 
B7 0.02 -0.02 0.00 0.01 -0.02 0.06 0.02 0.02 0.06 -0.10 0.08 0.02 0.04 -0.04 0.12 -0.04 -0.02 -0.02 
B8 0.02 -0.05 0.06 -0.06 -0.13 0.10 0.01 0.01 -0.07 0.02 -0.03 -0.04 0.09 -0.12 0.01 0.06 0.00 0.03 
B9 0.00 0.02 0.04 -0.03 0.09 -0.07 0.01 -0.05 0.00 0.08 -0.01 0.00 -0.02 0.04 -0.11 -0.03 0.05 -0.11 
B10 -0.02 -0.03 -0.02 0.01 -0.03 0.14 0.01 -0.04 0.04 -0.06 0.02 0.06 -0.04 0.06 -0.09 -0.07 -0.09 0.13 
B11 -0.03 0.03 0.04 0.05 -0.04 -0.09 0.05 -0.07 0.00 -0.04 -0.05 0.07 0.02 -0.10 0.09 0.01 0.06 -0.08 
B12 0.03 0.00 0.05 -0.10 -0.07 0.02 -0.02 0.00 -0.03 -0.01 0.02 0.04 -0.04 0.05 -0.13 0.05 -0.06 0.02 
B13 0.16 -0.09 -0.10 -0.02 -0.04 -0.01 0.04 -0.10 0.00 0.00 -0.05 -0.04 -0.02 0.11 -0.07 -0.03 0.08 0.00 
B14 -0.11 0.07 0.07 -0.07 0.00 0.01 -0.03 0.04 0.04 -0.04 0.03 -0.10 0.02 -0.02 -0.04 0.04 0.05 -0.04 
B15 0.04 -0.10 0.03 -0.02 0.04 0.04 -0.04 -0.01 -0.01 -0.01 0.03 0.08 -0.03 0.07 0.04 -0.10 -0.05 -0.01 
B16 0.01 -0.15 0.07 0.06 -0.01 -0.15 -0.11 -0.07 0.06 0.05 -0.09 -0.14 0.14 -0.10 -0.09 -0.09 0.02 -0.06 
B17 0.01 -0.01 -0.07 -0.03 0.00 0.02 0.03 0.03 -0.05 -0.03 0.08 0.19 -0.12 0.02 -0.02 -0.01 0.07 -0.08 
B18 -0.05 0.04 0.02 -0.09 0.04 0.04 0.02 0.07 -0.06 0.06 0.01 0.00 -0.05 0.05 0.00 0.04 0.00 -0.04 
B19 0.85 -0.35 -0.11 -0.06 -0.13 -0.03 0.03 -0.10 -0.15 0.10 0.00 0.06 -0.05 0.07 -0.05 -0.02 0.05 0.04 
B20 -0.35 0.81 -0.43 -0.06 0.05 -0.05 -0.06 0.09 0.09 0.02 -0.02 0.04 -0.07 -0.10 0.07 0.02 -0.07 0.03 
B21 -0.11 -0.43 0.86 -0.06 -0.13 0.00 -0.07 -0.09 0.01 -0.11 -0.04 -0.02 -0.04 0.09 -0.11 0.02 0.02 -0.01 
B22 -0.06 -0.06 -0.06 0.91 -0.06 -0.08 -0.09 -0.06 -0.12 0.04 -0.08 0.00 0.04 -0.14 0.02 -0.02 -0.08 0.06 
B23 -0.13 0.05 -0.13 -0.06 0.87 -0.32 -0.11 -0.05 -0.02 -0.08 0.00 0.00 -0.14 0.15 0.09 -0.10 0.00 -0.05 
B24 -0.03 -0.05 0.00 -0.08 -0.32 0.88 -0.16 -0.10 -0.06 -0.10 -0.03 -0.04 0.01 0.01 0.04 0.03 0.00 0.07 
B25 0.03 -0.06 -0.07 -0.09 -0.11 -0.16 0.88 -0.18 -0.01 0.06 0.04 -0.05 0.08 0.05 -0.14 0.10 -0.06 0.04 
B26 -0.10 0.09 -0.09 -0.06 -0.05 -0.10 -0.18 0.89 -0.13 -0.14 0.04 0.03 0.02 -0.02 0.07 -0.05 0.06 -0.14 
B27 -0.15 0.09 0.01 -0.12 -0.02 -0.06 -0.01 -0.13 0.84 -0.39 -0.04 -0.08 0.05 -0.09 0.07 -0.13 0.04 -0.06 
B28 0.10 0.02 -0.11 0.04 -0.08 -0.10 0.06 -0.14 -0.39 0.84 -0.13 -0.01 0.02 -0.03 -0.09 0.11 -0.09 0.07 
B29 0.00 -0.02 -0.04 -0.08 0.00 -0.03 0.04 0.04 -0.04 -0.13 0.87 -0.03 -0.01 0.09 -0.05 -0.03 0.03 0.00 
B30 0.06 0.04 -0.02 0.00 0.00 -0.04 -0.05 0.03 -0.08 -0.01 -0.03 0.75 -0.76 0.02 -0.07 -0.02 0.04 -0.04 
B31 -0.05 -0.07 -0.04 0.04 -0.14 0.01 0.08 0.02 0.05 0.02 -0.01 -0.76 0.74 -0.32 -0.01 -0.05 0.01 0.03 
B32 0.07 -0.10 0.09 -0.14 0.15 0.01 0.05 -0.02 -0.09 -0.03 0.09 0.02 -0.32 0.79 -0.36 0.04 -0.07 0.01 
B33 -0.05 0.07 -0.11 0.02 0.09 0.04 -0.14 0.07 0.07 -0.09 -0.05 -0.07 -0.01 -0.36 0.85 -0.07 -0.04 0.01 
B34 -0.02 0.02 0.02 -0.02 -0.10 0.03 0.10 -0.05 -0.13 0.11 -0.03 -0.02 -0.05 0.04 -0.07 0.83 -0.30 -0.03 
B35 0.05 -0.07 0.02 -0.08 0.00 0.00 -0.06 0.06 0.04 -0.09 0.03 0.04 0.01 -0.07 -0.04 -0.30 0.69 -0.65 
B36 0.04 0.03 -0.01 0.06 -0.05 0.07 0.04 -0.14 -0.06 0.07 0.00 -0.04 0.03 0.01 0.01 -0.03 -0.65 0.73 
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Table 5.4 KMO and Bartlett’s Test 
 
Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. .846 
Bartlett's Test of 
Sphericity 
Approx. Chi-Square 6141.680 
df 630 
Sig. .000 
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Table 5.5 Factor Extraction 
Component Initial Eigenvalues Extraction Sums of Squared Loadings 
 
Total % of Variance Cumulative % Total 
% of 
Variance Cumulative % 
1 7.062 19.616 19.616 7.062 19.616 19.616 
2 4.616 12.823 32.438 4.616 12.823 32.438 
3 2.131 5.921 38.359 2.131 5.921 38.359 
4 1.932 5.367 43.726 1.932 5.367 43.726 
5 1.593 4.425 48.151 1.593 4.425 48.151 
6 1.443 4.007 52.159 1.443 4.007 52.159 
7 1.304 3.623 55.782 1.304 3.623 55.782 
8 1.015 2.820 58.601 1.015 2.820 58.601 
9 1.011 2.809 61.410 1.011 2.809 61.410 
10 .903 2.507 63.918       
11 .883 2.453 66.371       
12 .844 2.343 68.715       
13 .790 2.196 70.910       
14 .770 2.140 73.051       
15 .728 2.022 75.073       
16 .680 1.890 76.963       
17 .632 1.756 78.719       
18 .614 1.705 80.424       
19 .590 1.639 82.063       
20 .565 1.568 83.632       
21 .543 1.508 85.140       
22 .510 1.417 86.557       
23 .479 1.331 87.888       
24 .473 1.315 89.203       
25 .462 1.285 90.488       
26 .445 1.237 91.724       
27 .408 1.134 92.858       
28 .385 1.070 93.928       
29 .362 1.006 94.934       
30 .340 .944 95.878       
31 .332 .923 96.801       
32 .310 .860 97.662       
33 .262 .728 98.390       
34 .240 .667 99.057       
35 .219 .608 99.665       
36 .121 .335 100.000       
 
132 
 
Table 5.6 Rotated Component Matrix with VARIMAX Rotation 
 
Component 
 
 1 2 3 4 5 6 7 8 9 
B7 .796         
B6 .780         
B8 .763         
B9 .760         
B10 .739         
B31  .850        
B30  .829        
B32  .790        
B33  .651        
B2   .735       
B5   .687       
B4   .661       
B1   .640       
B3   .555       
B25    .702      
B24    .675      
B26    .599      
B23    .576      
B22          
B17     .728     
B16     .655     
B18     .615     
B15     .566     
B14          
B20      .813    
B21      .741    
B19      .715    
B35       .876   
B36       .827   
B34       .712   
B12        .644  
B11        .639  
B13        .632  
B27         .708 
B28         .631 
B29         .546 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
A Rotation converged in 8 iterations
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Table 5.7 Pattern Matrix with OBLIMIN Rotation 
 
Component 
 
 1 2 3 4 5 6 7 8 9 
B25 .694         
B24 .601         
B26 .539         
B23          
B6  .797        
B7  .767        
B8  .765        
B10  .744        
B9  .734        
B31   .867       
B30   .851       
B32   .822       
B33   .652       
B35    .903      
B36    .849      
B34    .735      
B2     .754     
B5     .670     
B4     .638     
B1     .627     
B3     .570     
B17      -.751    
B16      -.618    
B18      -.616    
B15      -.505    
B12       .660   
B11       .644   
B13       .636   
B14          
B20        .855  
B21        .756  
B19        .751  
B27         .722 
B28         .636 
B29         .519 
B22          
Extraction Method: Principal Component Analysis. 
Rotation Method: Oblimin with Kaiser Normalization. 
A Rotation converged in 22 iterations. 
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Table 5.8 The Reliability Test for the Measures of Online Shopping Adoption 
Choice in China 
Constructs  Items 
Cronbach's 
Alpha 
Risk 7. I am confident that the information I provide to an Internet 
retailer is not used for other purposes. 
6. There is a low risk for purchasing online. 
8. I feel secure about providung my bank card details to a 
payment platform. 
9. I am confident that my personal information is protected by an 
Interent retailer. 
10. Online shopping is just as secure as traditional retail 
shopping. 
0.858 
Consumer 
Resource 
31. I have regular access to the Internet. 
30. I have regular access to a computer. 
32. I am very skilled at using the Internet. 
33. I have knowledge about how to make purchases through the 
Internet. 
0.835 
Website 
Factors 
2. The website designs of the Internet retailers are aesthetically 
attractive. 
5. It is quick and easy for me to complete a transaction through 
the website. 
4. The links within the website allow me to move back and forth 
easily between pages of the website. 
1. Internet retailers' websites are easy to navigate. 
3. The Internet retailers' websites provide in-depth information to 
answer my questions. 
0.741 
Price 25. Online shopping allows me to save money as I do not need to 
pay transportation costs. 
24. Online shopping allows me to bay the same, or similar 
products, at cheaper prices than traditional retailing stores. 
26. Online shopping offers better value for my money compared 
to tranditional retail shopping. 
23. I think the Internet offers lower prices compared to retail 
stores. 
0.716 
Service 
Quality 
17. Internet retailers encourage me to make suggestions. 
16. Internet retailers understand my needs. 
18. Internet retailers offer good after sales service. 
15. It is easy to receive a personalized customer service from an 
Internet retailer. 
0.735 
Convenient 20. It takes only a little time and effort to make a purchase 
through the Internet. 
21. Internet shopping saves me time, so I can do other activities. 
19. It is more convenient to shop through the Internet when 
compared to traditional retail shopping. 
0.777 
135 
 
Subjective 
Norms 
35. The media influenced my decision to make purchases 
through the Internet. 
36. Marketing communication influenced my decision to make 
purchases through the Internet. 
34. Family/friends encourage me to make purchases through the 
Internet. 
0.781 
Product 
Guarantee 
12. The quantity and quality of the products I receive from 
Internet retailers are exactly the same as I order. 
11. Internet retailers honour their product guarantees. 
13. The products I ordered are delivered to me within the time 
promised by the Internet retailers. 
0.601 
Product 
Variety 
27. Internet shopping offers a wide variety of products. 
28. I always purchase the types of products I want from the 
Internet. 
29. I can buy the products that are not available in retail shops 
through the Internet. 
0.725 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
136 
 
Table 5.9 Pearson Correlation Matrix 
Correlations 
  Risk ConsumerRes Website Price SQ Conv SN PG PV 
Risk Pearson 
Correlation 
1 -.051 .166
**
 -.068 .493
**
 .000 .261
**
 .297
**
 -.021 
Sig. (2-tailed)  .289 .001 .154 .000 .995 .000 .000 .663 
N 435 435 435 435 435 435 435 435 435 
ConsumerRes Pearson 
Correlation 
-.051 1 .344
**
 .269
**
 .102
*
 .336
**
 .141
**
 .187
**
 .272
**
 
Sig. (2-tailed) .289  .000 .000 .033 .000 .003 .000 .000 
N 435 435 435 435 435 435 435 435 435 
Website Pearson 
Correlation 
.166
**
 .344
**
 1 .326
**
 .258
**
 .311
**
 .112
*
 .343
**
 .311
**
 
Sig. (2-tailed) .001 .000  .000 .000 .000 .020 .000 .000 
N 435 435 435 435 435 435 435 435 435 
Price Pearson 
Correlation 
-.068 .269
**
 .326
**
 1 .160
**
 .496
**
 .075 .303
**
 .381
**
 
Sig. (2-tailed) .154 .000 .000  .001 .000 .118 .000 .000 
N 435 435 435 435 435 435 435 435 435 
SQ Pearson 
Correlation 
.493
**
 .102
*
 .258
**
 .160
**
 1 .192
**
 .339
**
 .398
**
 .099
*
 
Sig. (2-tailed) .000 .033 .000 .001  .000 .000 .000 .039 
N 435 435 435 435 435 435 435 435 435 
Conv Pearson 
Correlation 
.000 .336
**
 .311
**
 .496
**
 .192
**
 1 .060 .227
**
 .318
**
 
Sig. (2-tailed) .995 .000 .000 .000 .000  .211 .000 .000 
N 435 435 435 435 435 435 435 435 435 
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SN Pearson 
Correlation 
.261
**
 .141
**
 .112
*
 .075 .339
**
 .060 1 .152
**
 .095
*
 
Sig. (2-tailed) .000 .003 .020 .118 .000 .211  .002 .048 
N 435 435 435 435 435 435 435 435 435 
PG Pearson 
Correlation 
.297
**
 .187
**
 .343
**
 .303
**
 .398
**
 .227
**
 .152
**
 1 .259
**
 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .002  .000 
N 435 435 435 435 435 435 435 435 435 
PV Pearson 
Correlation 
-.021 .272
**
 .311
**
 .381
**
 .099
*
 .318
**
 .095
*
 .259
**
 1 
Sig. (2-tailed) .663 .000 .000 .000 .039 .000 .048 .000  
N 435 435 435 435 435 435 435 435 435 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
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Table 5.10 Logistic Regression Results (Influencing Factors and Demographic 
Characteristics on Online Shopping Adoption) 
Number of Observations:    435     
Log likelihood function:  
 
-71.04461    
Restricted log likelihood: 
 
-300.41346    
Chi-Squared Statistics:   458.73776    
Degrees of Freedom:  19    
Prob [ChiSqd > value]:  0.00001    
McFadden R2:   0.7635106     
  
Coefficients Std Error Sig. 
Marginal 
Effects 
Risk -2.42825 0.36037 0.0000*** -0.4785 
Consumer Resources 1.56574 0.31729 0.0000*** 0.30825 
Website Factors 0.65348 0.28711 0.0228** 0.12865 
Price 0.15835 0.36197 0.6618 0.03117 
Service Quality -1.04375 0.29379 0.0004*** -0.20549 
Convenience 0.65403 0.28024 0.0196** 0.12876 
Subjective Norms -0.91370 0.23023 0.0001*** -0.17988 
Product Guarantee -0.35885 0.34286 0.2953 -0.07065 
Product Variety 0.77984 0.27822 0.0051*** 0.15353 
Gender -1.09820 0.50326 0.0291** -0.21734 
Young Age 2.07694 0.86270 0.0161** 0.37924 
Middle Age 1.98792 0.80937 0.0140** 0.35330 
Single or De Facto 1.78346 0.66026 0.0069*** 0.28364 
Middle Education 0.96911 0.60702 0.1104 0.17024 
High Education 2.76713 0.77962 0.0004*** 0.48177 
Professional 1.47172 0.72461 0.0423** 0.22254 
Manager and Company 
Employee and 
Sales/service 1.38599 0.57796 0.0165** 0.24131 
Self-employee 2.25274 0.83432 0.0069*** 0.27198 
Low Income 0.76880 0.63850 0.2286 0.13656 
High Income 0.08593 0.55820 0.8777 0.01681 
Note:  *** denote statistically significant at the 0.01 level of significance 
           ** statistically significant at the 0.05 level of significance 
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Table 5.15: T-Test: Online Shopping Adoption Factor Relating to Gender 
 
 Gender N Mean T Sig. 
Risk Male 204 5.237 0.203 0.808 
  Female 231 4.984     
Consumer Resources Male 204 5.594 -0.994 0.165 
 Female 231 5.704   
Website Factors Male 204 5.188 -0.228 0.875 
 Female 231 5.209   
Price Male 204 5.246 -0.880 0.335 
 Female 231 5.341   
Service Quality Male 204 5.205 1.520 0.978 
 Female 231 5.061   
Convenience Male 204 5.422 0.190 0.168 
 Female 231 5.401   
Subjective Norms Male 204 5.038 1.443 0.515 
 Female 231 4.872   
Product Guarantee Male 204 5.296 0.181 0.534 
 Female 231 5.280   
Product Variety Male 204 5.215 -1.678 0.891 
 Female 231 5.449   
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Table 5.16: ANOVA (F-tests) Results Relating to Age 
 
Factor Age 
No. of 
Respondents Mean F Sig. 
Risk Young 196 4.764 15.807  0.000***  
  Middle 180 5.327     
  Old 59 5.542     
Consumer Resources Young 196 5.820 4.427  0.013***  
  Middle 180 5.472     
  Old 59 5.644     
Price Young 196 5.459 5.656  0.004***  
  Middle 180 5.240     
  Old 59 4.928     
Service Quality Young 196 4.960 5.271 0.005***  
  Middle 180 5.258     
  Old 59 5.288     
Subjective Norms Young 196 4.825 3.492  0.031**  
  Middle 180 4.974     
  Old 59 5.288     
Product Guarantee  Young 196 5.395 5.695  0.004***  
  Middle 180 5.281     
  Old 59 4.952     
Product Variety Young 196 5.514 2.678 0.070* 
 Middle 180 5.171   
 Old 59 5.271   
***Significance at the 0.000 level  
**significance at the 0.05 level. 
*significance at the 0.10 level. 
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Table 5.17: ANOVA (F-tests) Results Relating to Married Status 
 
Factor Qualification 
No. of 
Respondents Mean F Sig. 
Risk Single and De Facto 119 4.7714 7.891 0.000*** 
  Married 303 5.2026     
  Divorced/Separate 13 5.8000     
Website Factors Single and De Facto 119 5.3185 3.535 0.030** 
 Married 303 5.1777   
 Divorced/Separate 13 4.6154   
Service Quality Single and De Facto 119 4.9664 2.386 0.093* 
 Married 303 5.1824   
 Divorced/Separate 13 5.3462   
Convenience Single and De Facto 119 5.4230 2.797 0.062* 
 Married 303 5.4367   
 Divorced/Separate 13 4.6923   
Subjective Norms Single and De Facto 119 4.6919 6.402 0.002*** 
 Married 303 5.0154   
 Divorced/Separate 13 5.7692   
***Significance at the 0.000 level  
**Significance at the 0.05 level. 
*Significance at the 0.10 level. 
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Table5.18: ANOVA (F-tests) Results Relating to Education 
 
Factor Qualification 
No. of 
Respondents Mean F Sig. 
Risk Low 126 5.689  30.887 0.000*** 
  Middle 118 5.168     
  High 191 4.675     
Consumer Resources Low 126 5.429 6.147 0.002*** 
  Middle 118 5.555     
  High 191 5.860     
Service Quality Low 126 5.395 7.948 0.000*** 
  Middle 118 5.131     
  High 191 4.950     
Subjective Norms Low 126 5.153 3.305 0.038** 
  Middle 118 4.969     
  High 191 4.803     
***Significance at the 0.000 level  
**Significance at the 0.05 level. 
*Significance at the 0.10 level. 
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Table 5.19: ANOVA (F-tests) Results Relating to Occupation 
Factor Qualification 
No. of 
Respondents Mean F Sig. 
Risk Professional 72 4.792 6.907 0.000*** 
 
Manager, Company Employee 
and Sales/Service 
149 4.966 
    
 Civil Servant 30 4.840   
 Self-Employee 46 5.748   
 Labourer and Famer  46 5.444     
 Student 25 4.416   
 
Unemployed, Home maker, 
Retired and Others  
67 5.436 
 
 
 
 Professional 72 6.000 2.479 0.023** 
Consumer 
Resources 
Manager, Company Employee 
and Sales/Service 
149 5.664 
  
  Civil Servant 30 5.833     
 Self-Employee 46 5.277   
  Labourer and Famer  46 5.419     
 Student 25 5.550   
 
Unemployed, Home maker, 
Retired and Others  
67 5.627 
  
 Professional 72 4.938 2.431 0.025** 
Service 
Quality 
Manager, Company Employee 
and Sales/Service 
149 5.104 
    
 Civil Servant 30 4.875   
  Self-Employee 46 5.293     
 Labourer and Famer 46 5.451   
 Student 25 4.850   
 
Unemployed, Home maker, 
Retired and Others 
67 5.269 
  
 Professional 72 4.889 3.171   0.005*** 
Subjective 
Norms 
Manager, Company Employee 
and Sales/Service 
149 4.781 
  
  Civil Servant 30 4.711     
 Self-Employee 46 5.413   
 Labourer and Famer 46 5.080   
 Student 25 4.547   
  
Unemployed, Home maker, 
Retired and Others 
67 5.239 
    
 Professional 72 5.292 1.900 0.079* 
Product 
Variety 
Manager, Company Employee 
and Sales/Service 
149 5.581 
  
 Civil Servant 30 5.278   
 Self-Employee 46 5.045   
 Labourer and Famer 46 4.971   
 Student 25 5.707   
 
Unemployed, Home maker, 
Retired and Others 
67 5.199 
  
***Significance at the 0.000 level  
**Significance at the 0.05 level 
*Significance at the 0.10 level 
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Table 5.20: The Scheffe Output for Age-Multiple Comparisons 
 
      Risk 
Consumer 
Resources Price 
Service 
Quality 
Subjective 
Norms 
Product 
Guarantee 
Product 
Variety 
Scheff (I) Age (J) Age Sig. Sig. Sig. Sig. Sig. Sig. Sig. 
  Young-age Middle-Age 0.000*** 0.013** 0.160 0.013** 0.480 0.458 0.075* 
    Old-Age 0.000*** 0.579 0.006*** 0.079* 0.033** 0.004*** 0.532 
  Middle-Age Young-age 0.000*** 0.013** 0.160 0.013** 0.480 0.458 0.075* 
    Old-Age 0.467 0.600 0.169 0.980 0.215 0.048** 0.901 
  Old-Age Young-age 0.000*** 0.579 0.006*** 0.079* 0.033** 0.004*** 0.532 
    Middle -Age 0.467 0.600 0.169 0.980 0.215 0.048** 0.901 
***Significance at the 0.01 level  
**Significance at the 0.05 level. 
*Significance at the 0.10 level. 
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Table 5.21: The Scheffe Output for Married Status- Multiple Comparison 
 
   Risk Website Factors Convenience Subjective Norms 
Scheff (I) Married Status (J)Married Status Sig. Sig. Sig. Sig. 
 Single and De Facto Married 0.004*** 0.385 0.993 0.042** 
  Divorced/Separate 0.013** 0.039** 0.081* 0.008*** 
 Married Single and De Facto 0.004*** 0.385 0.993 0.042** 
  Divorced/Separate 0.206 0.109 0.063* 0.081* 
 Divorced/Separate Single and De Facto 0.013** 0.039** 0.081* 0.008** 
  Married 0.206 0.109 0.063* 0.081* 
***Significance at the 0.01 level  
**Significance at the 0.05 level. 
*Significance at the 0.10 level. 
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Table 5.22: The Scheffe Output for Education-Multiple Comparisons 
 
      Risk 
Consumer 
Recourses 
Service 
Quality 
Subjective 
Norms 
Scheff (I) Education (J) Education Sig. Sig. Sig. Sig. 
  Low-Education Middle-Education 0.002*** 0.682 0.107 0.483 
    High-Education 0.000*** 0.004*** 0.000*** 0.038** 
  Middle-Education Low-Education 0.002*** 0.682 0.107 0.483 
    High-Education 0.001*** 0.071* 0.283 0.493 
  High-Education Low-Education 0.000*** 0.004*** 0.000*** 0.038** 
    Middle -Education 0.001*** 0.071* 0.283 0.493 
***Significance at the 0.01 level  
**Significance at the 0.05 level. 
*Significance at the 0.10 level. 
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Table 5.23: The Scheffe Output for Occupation-Multiple Comparisons 
      Risk 
Consumer 
Resources 
Scheff (I) Occupation (J) Occupation Sig. Sig. 
  Professional 
Manager, Company 
Employee and Sales/
Service  0.981 0.639 
  Civil Servant 1.000 0.998 
    Self-Employee 0.004*** 0.077* 
  Labour and Famer 0.182 0.285 
  Student 0.932 0.816 
  
Unemployed, Homem
aker, Retired and Oth
ers  0.099* 0.706 
 
Manager, Company
Employee and Sale/
Service 
Unemployed, Homem
aker, Retired and Oth
ers 0.271 1.000 
  Professional 0.981 0.639 
  Civil Servant 1.000 0.997 
  Self-Employee 0.015** 0.660 
  Labour and Famer 0.428 0.948 
  Student 0.565 1.000 
 Civil Servant  Professional  1.000 0.998 
  Self-Employee 0.086* 0.624 
  
Manager, Company 
Employee, and 
Sales/Service 1.000 0.997 
  Labour and Famer 0.553 0.874 
  Student 0.934 0.990 
  
Unemployed, Homem
aker, Retired and Oth
ers 0.484 0.995 
 Self-Employee Professional 0.004*** 0.077* 
  
Manager, Company 
Employee and Sales/
Service 0.015** 0.660 
  Civil Servant 0.086* 0.624 
  Labour and Famer 0.953 0.999 
  Student 0.002*** 0.988 
  
Unemployed, Homem
aker, Retired and Oth
ers 0.921 0.855 
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 Table 5.23 (Continued) 
      Risk 
Consumer 
Resources 
Scheff (I) Occupation (J)Occupation Sig. Sig. 
  Labour and Famer Professional 0.182 0.285 
  
Manager, Company 
Employee and Sales/
Service 0.428 0.948 
  Civil Servant 0.553 0.874 
  Self-Employee 0.953 0.999 
  Student 0.049** 1.000 
  
Unemployed, Homem
aker,  
Retired and Others  1.000 0.988 
 Student Professional 0.923 0.816 
  
Manager, Company 
Employee and Sales/
Service 0.565 1.000 
  Civil Servant 0.934 0.990 
  Self-Employee 0.002*** 0.988 
  Labour and Famer 0.049** 1.000 
  
Unemployed, Homem
aker,  
Retired and Others 0.030** 1.000 
 
Unemployed,  
Homemaker,  
Retired and Others  
Manager, Company 
Employee and Sales/
Service 0.271 1.000 
  Professional 0.099* 0.706 
  Civil Servant  0.484 0.995 
  Self-Employee 0.921 0.855 
  Labour and Famer 1.000 0.988 
  Student 0.030** 1.000 
***Significance at the 0.01 level  
**Significance at the 0.05 level. 
*Significance at the 0.10 level. 
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Appendix 1: Cover Letter 
 
Commerce Division 
P O Box 84 
Lincoln University 
Canterbury 
New Zealand 
Telephone: 
(64)(3) 325 281 
Dear Sir/Madam 
 
You are invited to participate in a survey that constitutes part of my Master of Commerce and 
Management thesis at Lincoln University, New Zealand. The purpose of the survey is to identify 
the factors that influence consumers’ decision whether or not to shop online. The information 
you provide will be published in aggregate form only, in my thesis and in any resulting academic 
publications. 
 
You are invited to participate in this research. Your participation is very important to this 
research. This survey will take approximately 10-15 minutes to complete. If you are 18 years or 
older, I would be grateful if you would take a few minutes to complete the questionnaire and 
return it to me once you have finished. This research is completely voluntary in nature and you 
are free to decide not to participate at any time during the process of completing the 
questionnaire. However, if you complete the questionnaire and returned it to the researcher and it 
is filed, it is understood that you are 18 years of age or older and have consented to participate in 
this survey. 
 
Complete anonymity is assured in this survey. No questions are asked which would identify you 
as an individual. All responses will be aggregated for analysis only, and no personal details will 
be reported in the thesis or any resulting publications. 
 
If you have any questions about this survey, please contact me by email at 
JunLi.Zhang@lincolnuni.ac.nz. You can also contact my supervisors Michael D. Clemes and Dr. 
Christopher Gan. Mr. Clemes can be contacted at (03) 3252811 (ext 8292) or 
Clemes@lincoln.ac.nz and Dr. Gan can be contacted at (03) 3252811 (ext 8155) or 
christopher.gan@lincoln.ac.nz. 
 
 
Yours Sincerely 
JunLi Zhang 
Master Student of Commerce and Management 
 
 
Research Supervisors: 
Mr Mike Clemes                  Dr Christopher Gan 
Senior Lecturer, Marketing     Associate Professor, Economics 
Commerce Division      Commerce Division 
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Appendix 2: Questionnaire 
A SURVEY OF CONSUMERS’ ADOPTION OF ONLINE 
SHOPPING IN CHINA 
Only those 18 years or older are asked to complete the questionnaire 
 
There are four sections in this survey. Please complete Section 1, Section 4, and either Section 2 
or 3 as per the instructions. Only summary measures and conclusions from this survey will be 
reported. Your participation is voluntary and all of your answers will be kept confidential. 
 
SECTION ONE 
Please TICK the most appropriate box. 
Have you shopped online before? 
   If YES, Please go to Section Two. 
  If NO,   Please go to Section Three. 
 
 
SECTION TWO 
 
This section is about your thoughts and current practices regarding Online Shopping. 
Please CIRCLE how strongly you agree or disagree with each of the following statements 
on a scale of 1 to 7. 1-you strongly disagree, 7-you strongly agree, 4-neutral. 
 
               
 
 
Strongly 
Disagree 
Neutral 
Strongly 
Agree 
1. Internet retailers’ websites are easy to navigate. 1 2 3 4 5 6 7 
2. The website designs of the Internet retailers are  
        aesthetically attractive. 
1 2 3 4 5 6 7 
3. The Internet retailers’ websites provide in-depth  
        information to answer my questions.     
1 2 3 4 5 6 7 
4. The links within the website allow me to move 
back and forth easily between pages of the website 
1 2 3 4 5 6 7 
5. It is quick and easy for me to complete a 
transaction   through the website. 
1 2 3 4 5 6 7 
6. There is a low risk for purchasing online. 1 2 3 4 5 6 7 
7. I am confident that the information I provide to an          
Internet retailer is not used for other purposes. 
1 2 3 4 5 6 7 
8. I feel secure about providing my bank card details 
to a payment platform. 
1 2 3 4 5 6 7 
9. I am confident that my personal information is 
protected by an Internet retailer. 
1 2 3 4 5 6 7 
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Strongly 
Disagree 
Neutral 
Strongly 
Agree 
10. Online shopping is just as secure as traditional 
retail shopping. 
1 2 3 4 5 6 7 
11. Internet retailers honour their guarantees. 1 2 3 4 5 6 7 
12. The quantity and quality of the products I receive 
from Internet retailers are exactly the same as I 
order.      
1 2 3 4 5 6 7 
13. The products I ordered are delivered to me within 
the time promised by the internet retailers. 
1 2 3 4 5 6 7 
14. Internet retailers promptly respond to my 
inquiries. 
1 2 3 4 5 6 7 
15. It is easy to receive a personalized customer 
service from an Internet retailer. 
1 2 3 4 5 6 7 
16. Internet retailers understand my needs. 1 2 3 4 5 6 7 
17. Internet retailers encourage me to make 
suggestions. 
1 2 3 4 5 6 7 
18. Internet retailers offer good after sales service. 1 2 3 4 5 6 7 
19. It is more convenient to shop through the Internet 
when compared to traditional retail shopping. 
1 2 3 4 5 6 7 
20. It takes only a little time and effort to make a 
purchase through the Internet. 
1 2 3 4 5 6 7 
21. Online shopping saves me time, so I can do other 
activities. 
1 2 3 4 5 6 7 
22. When shopping through the Internet, it is easier to 
compare alternative products. 
1 2 3 4 5 6 7 
23. I think the Internet offers lower prices compared 
to retail stores. 
1 2 3 4 5 6 7 
24. Online shopping allows me to buy the same, or 
similar products, at cheaper prices than traditional 
retailing stores. 
1 2 3 4 5 6 7 
25. Online shopping allows me to save money as I do 
not need to pay transportation costs. 
1 2 3 4 5 6 7 
26. Online shopping offers better value for my money 
compared to traditional retail shopping. 
1 2 3 4 5 6 7 
27. Onlinw shopping offers a wide variety of 
products. 
1 2 3 4 5 6 7 
28. I always purchase the types of products I want 
from the Internet. 
1 2 3 4 5 6 7 
29. I can buy the products that are not available in 
retail shops through the Internet. 
1 2 3 4 5 6 7 
30. I have regular access to a computer. 1 2 3 4 5 6 7 
31. I have regular access to the Internet. 1 2 3 4 5 6 7 
32. I am very skilled at using the Internet. 1 2 3 4 5 6 7 
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Strongly 
Disagree 
Neutral 
Strongly 
Agree 
33. I have knowledge about how to make purchases 
through the Internet. 
1 2 3 4 5 6 7 
34. Family/friends encourage me to make purchases 
through the Internet. 
1 2 3 4 5 6 7 
35. The media (e.g. television, radio, newspaper) 
influenced my decision to make purchases through 
the Internet. 
1 2 3 4 5 6 7 
36. Marketing (e.g. advertising, promotion) 
influenced my decision to make purchases through 
the Internet. 
1 2 3 4 5 6 7 
 
Please TICK the most appropriate box for following questions 
 
37. How long have you used the Internet? 
 Less than one year   1-5 years   6-10 years   More than 10 years 
 
38. How often do you conduct online shopping in a month (on average)? 
 1-4 times  5-8 times 9-12 times  More than 12 times 
 
39. How important to you is shopping through the Internet? 
 Extremely important   Important  Not important at all 
 
40. Please check the types of products you purchased through the Internet (Can be more than 
one):  
 Clothing    Shoes  Bags   Jewelry and Watches   Computer Hardware 
 
 Software    Videos, DVDs              Music & CDs              Books or Magazines 
 
 Home and Living  Flowers  Foods           Travel (e.g. airline tickets, hotels, etc.) 
 
 Sports Goods  Electronic Products (e.g. Camera, Cell Phones, etc)       
 
 Tickets (e.g. concert, motives, etc.)  Other 
 
 
Please go to SECTION FOUR 
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SECTION THREE 
This section is about your thoughts regarding the adoption of Online Shopping. 
Please CIRCLE how strongly you agree or disagree with each of the following statements 
on a scale of 1 to 7. 1-you strongly disagree, 7-you strongly agree, 4-neutral. 
 
 
  
 
Strongly 
Disagree 
Neutral 
Strongly 
Agree 
1. Internet retailers’ websites are not easy to 
navigate. 
1 2 3 4 5 6 7 
2. The website designs of the Internet retailers are 
not 
        attractive. 
1 2 3 4 5 6 7 
3. The Internet retailers’ websites do not provide in-
depth information to answer my questions.     
1 2 3 4 5 6 7 
4. The links within the website do not allow me to 
move back and forth easily between pages of the 
website. 
1 2 3 4 5 6 7 
5. It is slow and difficult for me to complete a 
transaction   through the website. 
1 2 3 4 5 6 7 
6. There is a high risk for purchasing online. 1 2 3 4 5 6 7 
7. I am not confident that the information I provide 
to an          Internet retailer is not used for other 
purposes. 
1 2 3 4 5 6 7 
8. I do not feel secure about providing my bank card 
details to a payment platform. 
1 2 3 4 5 6 7 
9. I am not confident that my personal information is 
protected by an Internet retailer. 
1 2 3 4 5 6 7 
10. Online shopping is not as secure as traditional 
retail shopping. 
1 2 3 4 5 6 7 
11. Internet retailers do not honour their guarantees. 1 2 3 4 5 6 7 
12. The quantity and quality of the products I receive 
from Internet retailers are not what I order.      
1 2 3 4 5 6 7 
13. The products I ordered are not delivered to me 
within the time promised by the internet retailers. 
1 2 3 4 5 6 7 
14. Internet retailers do not promptly respond to my 
inquiries. 
1 2 3 4 5 6 7 
15. It is difficult to receive a personalized customer 
service from an Internet retailer. 
1 2 3 4 5 6 7 
16. Internet retailers do not understand my needs. 1 2 3 4 5 6 7 
17. Internet retailers do not encourage me to make 
suggestions. 
1 2 3 4 5 6 7 
18. Internet retailers cannot offer good after sales 
service. 
1 2 3 4 5 6 7 
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 Strongly 
Disagree 
Neutral 
Strongly 
Agree 
19. It is not convenient to shop through the Internet 
when compared to traditional retail shopping. 
1 2 3 4 5 6 7 
20. It takes more time and effort to make a purchase 
through the Internet. 
1 2 3 4 5 6 7 
21. Online shopping does not save my time, so I can 
do other activities. 
1 2 3 4 5 6 7 
22. When shopping through the Internet, it is difficult 
to compare alternative products. 
1 2 3 4 5 6 7 
23. I do not think the Internet offers lower prices 
compared to retail stores. 
1 2 3 4 5 6 7 
24. Online shopping does not allow me to buy the 
same or similar products, at cheaper prices than 
traditional retailing stores. 
1 2 3 4 5 6 7 
25. Online shopping is expensive, as the delivery fees 
are high. 
1 2 3 4 5 6 7 
26. Online shopping does not offer better value for my 
money compared to traditional retail shopping. 
1 2 3 4 5 6 7 
27. Online shopping does not offer a wide variety of 
products. 
1 2 3 4 5 6 7 
28. I cannot purchase the types of products I want 
from the Internet. 
1 2 3 4 5 6 7 
29. I do not think I can buy the products that are not 
available in retail shops through the Internet. 
1 2 3 4 5 6 7 
30. I do not have regular access to a computer. 1 2 3 4 5 6 7 
31. I do not have regular access to the Internet. 1 2 3 4 5 6 7 
32. I am not skilled at using the Internet. 1 2 3 4 5 6 7 
33. I do not have knowledge about how to make 
purchases through the Internet. 
1 2 3 4 5 6 7 
34. Family/friends do not encourage me to make 
purchases through the Internet. 
1 2 3 4 5 6 7 
35. The media (e.g. television, radio, newspaper) does 
not influence my decision to make purchases 
through the Internet. 
1 2 3 4 5 6 7 
36. Marketing (e.g. advertising, promotion) does not 
influence my decision to make purchases through 
the Internet. 
1 2 3 4 5 6 7 
 
Please TICK the most appropriate box for following questions 
37. Do you think you may shop online in the future? 
 YES   NO 
Please go to SECTION FOUR 
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SECTION FOUR 
The questions below relate to personal data. Please TICK the most appropriate number. 
1. What is your gender? 
 Male     Female 
 
2. What is your age group? 
18-25 years old  26-35 years old  36-45 years old 
 46-55 years old   56-65 years old   Over 66 years old 
 
3. What is your marital status? 
Single/Never Married   De Facto  Married Divorced/Separated 
  
 
4. Which is the highest level of education you have completed? 
 Primary Education or Lower   Middle School Education    High School Education 
 Diploma/Certification      Bachelor Degree     Postgraduate Degree 
 
5. What is your occupation? 
 Professional    Managers  Civil Servant  Company employee 
 Self-employee    Labourer   Farmer Student Sales/Service 
Unemployed   Home maker  Retired  Other__________ 
         
6. What is your personal monthly income before tax? (Chinese RMB in the last month) 
 500RMB or under  501 to 1000RMB  1001 to 1500RMB 1501 to 2000 RMB 
2001 to 3000RMB 3001 to 6000RMB  6001 to 10,000RMB above 10,000RMB 
 
 
 
 
 
 
 
Your participation in this survey is greatly appreciated. Thank you for your time. 
 
 
